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Advertising & 
sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


A speech by a Minnesota Mining execu- 
tive tells how this large exhibit-buyer and 
user organizes its activity. 


You can learn a lot from one of the oldest 
users of p.o.p. — the brewers. 
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New technical advances 
in labeling... packaging...tagging 


New-found answers to top management’s 
questions are now bringing smiles to the 
faces of busy packaging, purchasing and 
sales promotion executives. 


Questions like ...‘*‘Why can’t our prod- 
ucts have labels as attractive and sales- 
compelling as those on best-selling packaged 
goods?”...‘*‘Why can’t we get better 
display space for our products?” ess 
“Isn't there another way to lower the high 
cost of paperwork?”... ‘Can't we get 
more work out of our costly tabulating 
€quipment?” 


All these questions and many more are now 
being answered in novel ways by 
Dennison ... originator of more new 
labeling, tagging and packaging tech- 
niques than any other single source. 


aRyrypyso® 


New look of distinction 
in brand identification 


Prestige-building, embossed foil labels on 
famous-brand, film-wrapped bed sheets are 
not surprising. But, when their ‘‘golden”’ 
gleam draws all eyes to ice cream freezers, 
you might ask, ‘‘What’s going on here?” 


Sales-minded label buyers can tell you. 
They'll tell you that prestige labeling is no 
longer the exclusive property of foods, cos- 
metics and other self-service packaged 
goods. They'll tell you that the economical 
elegance of Dennison PRES-a-ply foil 
labels adds a profitable sales-plus to home 
a and other hard goods. They'll 
also tell you that Dennison’s exclusive 
printing, embossing and die-cutting tech- 
niques can duplicate any effect you may 
have envied in packaged goods labels. 
Applied by finger-tip pressure to just about 
any surface, these eye-catchers have a 
tested record of lifting the value of non- 
packaged products far above price. 


Less glamorous, but equally effective, 
Dennison PRES-a-ply labels . . . auto- 
matically dispensed and applied ... are 
helping all kinds of manufacturers score 
profitable point-of-purchase successes with 


price-off, premium and other promotions. 
Our new fact folder tells the whole story 
... both prestige and promotional. Write 
for it today. 


Increasing impulse buying 
with blister packaging 


When self-selection items are too small to 
tag or label, two other alternatives face 
aggressive merchandisers: carding or blis- 
ter packaging. Which is better? 


Paul Buhl, assistant merchandise man- 
ager of Dennison’s Resale Products Divi- 
sion, faced that decision within the past year. 
He chose blister packaging for the Dennison 
Glue-Point Dotter . . . now a best-seller in 
stationery stores and departments from 
coast to coast. This choice was made in 
spite of the fact that Dennison is also a 
leading supplier of merchandising cards to 
America’s top companies. 


Blister Packaging offers three advan- 
tages. 1. Retail merchandise buyers, re- 
sponsible for maximum volume per square 
foot of counter space, prefer blister-packed 
items because they sell faster than carded 
merchandise. 2. Blister packs keep mer- 
chandise clean, enhance its appearance and 
motivate dominant display on counter, 
rack or pegboard. 3. They have the pick-up 
appeal that spurs impulse buying; yet they 
reduce pilferage to a minimum. 


You pay nothing extra for Dennison’s 
own successful retail experience with blister 
packs. You can be sure of unbiased recom- 
mendations because Dennison uses all 
kinds of packaging for its gift wrappings, 
crepe paper, diaper liners and more than 
5,000 other packaged items sold at retail. 


Dennison’s blister packaging service is 
complete. It includes design, manufacture 
of both cards and blisters and contract 
assembly. You can choose all or any part 
of this start-to-finish service and be sure 
of maximum point-of-purchase impact per 
dollar. Our new fact folder tells you all you 
need to know about blister packaging. 
Write for it today. 


Sere Tet rks 


ter 


QUIK, CONVENIENT TO USE 
MAntS UP TO $000 DOTS 


Pin-fed tags and labels 
automatically imprinted 
by tabulating equipment! 


Owners of high-speed tabulating equip- 
ment have struck it rich. They're now 
reducing paperwork costs, increasing cler- 
ical efficiency and collecting extra divi- 
dends from data-processing investments 
by using Dennison tags and PRES-a-ply 
labels as continuous print-out forms for 
Burroughs, Friden, IBM, Remington- 
Rand and other pin-fed data processing 
systems. This direct, automatic translation 
of information from punched cards or tape 
to tags and labels eliminates the extra cost 
of manual, typewriter, plate and stencil 
imprinting. 


Dennison pin-fed PRES-a-ply labels are 
now being used to save time and costs in 
posting payroll, sales and order data on 
record cards...in labeling file folders, 
bins and box ends ...in production and 
inventory control systems. Because 
Dennison PRES-a-ply labels adhere to 
just about all surfaces with finger-tip 
pressure, their use is virtually unlimited. 


Dennison pin-fed continuous tags, auto- 
matically imprinted by tabulating equip- 
ment, are also being used to cut the costs 
and raise the efficiency of identification, 
production, inventory, packaging and 
shipping systems. 


NEW FACT FOLDER 


If you're looking for new ways to increase 
sales and reduce costs, this free fact folder 
will be a gold mine of information for you. 
It describes tech- 
niques and shows 
samples of tags, 
labels and other de- 
vices now being em- 
ployed by America’s 
most successful 
firms. For your free 
copy, write directly 
to Dennison Mfg. 


Co., Dept. U-292 me 


— Dennison 


Helping you compete more effectively 


FRAMINGHAM, MASSACHUSETTS 





No other copying machine can 
match this performance at the price 


Fast, clear, black-on-white copies of 
anything in any color—often better 
than the original. And these copies 
won’t fade from heat, light or age. 
The 103 slashes paperwork costs, pre- 
vents embarrassing errors, steps up 
efficiency. At $99.50 this brand new 
Photocopier is the most productive 
piece of office equipment you can buy. 
Ask about it today. See the Yellow 
Pages for your nearby A. B. Dick 
Company distributor. 


COPIES ANYTHING PRINTED, 
DUPLICATED, TYPED OR WRITTEN 


Af WILSON & CO 


sero @eeeeaney ae Y A. B. Dick Company, 5700 W. Touhy Avenue, Chicago 48, Illinois 


a brand new 


PHOTOCOPIER 
from 


A.B. DICK COMPANY 


Model 103 Photocopier styled by H. Prosser Watts 


ay 


SPECIAL FREE OFFER... 


34 Ways to Cut Hidden Office Costs 


New 12 page book tells how to get 
the most out of your copying ma- 
chine. 

Contains 34 helpful suggestions 
for modern day copier use—sug- 
gestions that can mean substantial 
time and money savings for you. 
You'll want this booklet for your 
office now. Mail the coupon for your 


copy today. 
CK 


Fey A-B-DI 


PHOTOCOPY PRODUCTS 


Price shown is manufacturer's suggested retail price subject to change without notice. 


Gentlemen: 


CO 


1 am interested in your NAME __ 


DEPT. A & SP-71 





booklet, 34 Ways to Cut 


Hidden Office Costs. POSITION _ 


Rush me a copy today. 


O 


| would like to see a dem- ORGANIZATION 


onstration of the new 


$99.50 Model 103 Photo. ADORESS 








copier, Call me for an appoint- 
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TO KEEP YOUR *V.I.M. IN ORBIT 


PRINT ON THOR OFFSET 


* Very Important Messages 
require a judicious selection 

of the paper that will take them 
to very important people. 
Bergstrom’s THOR offset will 
enhance the readability and 
comprehension of any printed 
presentation. For samples, 
please write or wire... 


RN TT A EL A 8 A Ft . 


BERGSTROM PAPER COMPANY 


NEENAH, WISCONSIN 
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) Just Between Us... 


Helping Our Buyers to Buy 


One of the most important services which A&SP renders to its readers, and 
one of the most appreciated, is making it easy to get information about prod- 


ucts and services required for the execution of advertising and sales promo- 
tion projects. 


The fact that this is a very active buying field, with requirements 
spread over a large area, and with production, promotion and merchandising 
assignments handled every day of the week and every week of the year, makes 


this service especially worth while to the busy executive looking for a 
source of supply. 


One of the indications of the value of the information offered to buyers 
is the Readers' Service Department, which processes requests for thousands of 
items mentioned in the text pages of the magazine. Advertisers offering use- 
ful information likewise experience a steady stream of inquiries from in- 
terested advertising and sales promotion executives. 


Because almost every job represents some new angles and frequently in- 
volves locating a source for some new or unusual requirement, we feel that in- 
formation of this kind saves the time of many people who must meet deadlines 
and assure delivery of needed materials to the right places at the right 
time. Consequently we are happy to note the wide use made of the unusual 


and we believe unique services of information available to readers through 
every issue of A&SP. 


We shall welcome suggestions on how to make this service even more useful 
to the thousands of active buyers in advertising and sales promotion who 
regularly turn to the magazine for news of new products and services. 


RE aie! 


G. D. Crain Jr. 
Publisher 
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Ni Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


WE A Promotion with Personality akin 
Here’s how sales are made by building 
around ihe magic power of a personality like 
u NOIS | Debbie Reynolds. Henry G. Saperstein 
« 


CHIC AGO 10 How 3M Buys Its Exhibits bats 
The inside story of a major exhibitor and its 
specialized exhibit service activities. 
IS TH f N EW J. E. Linstroth 


PD nnn 
owly, bu owerful, medium, e paper 
ADVERTISING ART aedaihaa is od as well-known as it should 


be among admen. Bette Macon 


& PHOTOGRAPHY 


Packaging that Sells Engineers 
Practical and informative packaging is im- 
portant in today’s market, as Raytheon dem- 
CT onstrates. William Gray 
l D 0 \ | What You Can Learn about Point-of-Purchase from 


Brewers 


Beer, in spite of complicated state regu- 
lations, is a long and steady user of display 
pieces, and has learned to use p.o.p. well. 

Max Kallenberg 


DEPARTMENTS REGULAR FEATURES 


Books for Admen 

Buyers Guide & Advertisers’ 
Index 

Coming Conventions 

Competitions to Enter 

The Editor's Notebook 

Film Review 

Idea Album 

Just Between Us 

Next Month in AR 

Promotion Almanac 

Readers Write 

AR Reprints 


Sales Promotion News 


Art & Photography 

Audio & Visual Aids 

Direct Advertising 

Graphic Arts 

Packaging & Labeling ...... 

Premiums, Prizes & Special- 
ties 

Shows & Exhibits 

Signs & Displays 
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~ CONTENTS 


Make Rhythm Work for You 
An agency man sounds the praises of tintinnabulation in 
producing slogans that last. 

When a Miniature is Better than the Real Thing 


Dayton Tire salesmen have a miniature tire-making ma- 
chine which is the best proof of quality in the product. 


John James 


It Pays to Keep the Kids Happy 
A traveling carousel builds goodwill and sales volume for a 
dairy which sells through supermarkets. Joseph B. Mickey 

A Contest that’s Fun Caught a City’s Ear 
How a Philadelphia radio station gained attention with a 
novel and amusing contest. Arnold Katinsky 

Why Wean Engineering Uses 250-line Lithography 


Latest in the Printing of Merit series, this interesting in- 
sert uses an almost unique technique. 


Today’s Typesetting is Obsolete 
A provocative look at what modern technology might do to 
the future of the old craft of composition. Frank DeWitt 
Pictorial Puns for Greater Sales Punch 
Take a British cigaret, a French agency, and the universal 
language of pictures and you get an interesting series of 


ads. 

The Eye and Industry 
A selection from the latest exhibit of fine printing by busi- 
ness, sponsored by Chicago’s Society of Typographic Arts. 

How Much is an Advertising Photograph Worth? 


One of the country’s top commercial photographers dis- 
cusses facts and figures. 


How to Get the Pictures You Want 
The head of a photo service explains the way to buy photo- 
graphs at long distance. Benjamin March 

A Low-Cost Campaign to Build Attention 


How a simple series of mailing pieces gained attention 
through curiosity, not through expensive printing. 


How to Pre-Pack Sales Meetings 
Goodyear furnishes its dealers with packaged meetings, to 
be used to improve the quality of salesmanship. T. W. Prior 
How to Prepare for Projection 
If you ever have to show a motion p 
make the difference between success and disaster. 


How Outdoor Signs Pull Tourist Trade 
A small-town gift shop has learned that well-designed out- 
door signs can succeed in pulling traffic from the highway. 
Elwood W. Landis 


Maurice Bensoussan 


Roy Pinney 


Seven Basic Concepts of Modern Merchandising 
What the makers of Smirnoff Vodka have learned about 


evaluating point-of-purchase. Chris W. Carriuolo 


icture, these rules may 


IDEA NO. 193 


P.O.P. for Pop 


Impulse purchases were the target 
of Marketing Director Walter Sala 
and Adv. Prod. Mgr. T. Harty of 
Crush International, Inc. when 
they created these colorful foil 
strips to spark vending machine 
sales. They assigned Chicago silk- 
screeners Thad Kuezek, Sr. and 
Thad Kuezek, Jr. of the Para- 
mount Co. to screen the bright 
enamel colors onto .002 bare metal 
foil and die cut a tab edge for back- 
ing peel away. Kleen-Stik peel-and- 
press foil made the signs instantly 
applicable to vending machine sur- 
faces without fuss, muss or bother. 
Sign colors were matched to flavors 
(orange for Orange Crush, purple 
for Grape and yellow for Gauge 
fruit) for quick identification of the 
product. 


Two-Way Profit Producer 


IDEA NO. 194 


A unique idea for a double duty 
self-mailer led Personal Products 
Company’s Production Manager 
Walt Talan to use Kleen-Stik’s fa- 
mous two-sided Dubl-Stik. When 
the company wanted to send a 70¢ 
refund to tryers of their “Jonny” 
Mop, coins were simply laid on an 
adhesive strip and the top half of 
the mailer was pressed over the 
coins. Thus, the mailer was sealed 
and coins secured in one easy oper- 
ation. The mailing piece was 
printed offset by Uniman Printers 
of New Brunswick, N.J. under the 
direction of Joseph Uniman. Ap- 
plication of the tape to the mailer 
was supervised by Joseph Kaye 
of **K”’ Service in Newark. 


Single-duty, double-duty 
or more—you'll find all the 
answers to your trickiest 
display problems in versatile 
Kleen-Stik ... just ask your 
favorite printer, lithograph- 
er or silk-screener ... or 
write direct. 


7300 West Wilson Avenve — 
Chicago 31, Winois 
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Filmotype 


Saves Money 


There are thousands of Filmotype Photo 


Typesetting Machines around the world... 


each providing a variety of assets. But when 
the mail rolls in, the basic fact boils down 
to this: users save money, make money with 


Filmotype. 


We are pleased with the speedy production 
of fine and varied /et*ering and our clients are 
pleased with the s/arp, clean quality lettering 


we deliver.” 


© Thousands of sizes and styles of Filmotype 
type and lettering! 


e Right from the machine, copy perfect for 


reproduction . . . takes only seconds! 


e Finest professional quality, of course, still 


anyone can produce Filmotype copy 


e Pays-For-Itself Plan makes owning a 


Filmotype easy for anyone! 
Display Type in this advertisement is 
Filmotype . . . body copy is Alphatype. 


Write for complete details today! 


FILMOTYPE 


7 
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The Editor's 
Notebook 


bt 
be 


Dilemma Solved. . 


Printing of Merit 
Overcomes Problems 


Printing is of great interest to 
both the readers and editors of Ap- 
VERTISING & SALES ProMoTION, and 
has been ever since the concept of 
the magazine almost ten years ago. 

Yet reporting on printing and 
what is being done in this craft is a 
peculiarly frustrating business. For 
the best in printing cannot be de- 
scribed; it can only be experienced. 
Month after month, week after 
week, our mail brings to us excel- 
lent examples of what America’s 
best printers are doing. We would 
spread them out at our desk, put 
a blank sheet of paper in the type- 
writer, and then wonder how we 
were going to transfer the fascina- 
tion of a special paper stock, the 
magic of full color, the excitement 
of a die cut, the subtleties of em- 
bossing, when all we had to work 
with was black type on white paper, 
and our run-of-the-press printing. 

We used what descriptive skills 
we had and added to that the help 
of black-and-white _ illustrations. 
But it wasn’t enough. We weren’t 
able, often enough, to transmit to 
you the full impact of the original 
piece. We weren't alone in this, of 
course. Most publications covering 
the graphic arts have been faced 
with the same problem. 


> Our answer to this problem 
started last month with the first of 
our new “Printing of Merit” series, 
and continues this month with the 
feature on page 00. This is our at- 
tempt to recognize quality printing 
and the role it can play in sales 
promotion, to bring you regularly 
actual specimens of new and un- 
usual techniques, to tell you how 
and why they were used, to add to 
your understanding of printing de- 
velopments. 

This series has not been an easy 


one to develop, and it will take the 
continued cooperation of many 
readers and suppliers to bring it to 
you on a regular basis. Even before 
appearance of the first in the series, 
a number of the features had been 
arranged, and we are sure that co- 
operation will continue to exist. 


> The first requirement is that the 
piece have some special merit. It 
will almost invariably be of high 
quality, but occasionally we may in- 
clude a piece that has had to sacri- 
fice quality to achieve some other 
distinct characteristic — such as 
economy or weight. 

The second requirement is that it 
be a piece that was actually pro- 
duced as a tool of advertising or 
sales promotion. We do not want 
pieces that were devised especially 
for demonstration; it must have 
been proved in the market place 
first. Somebody must have wanted 
it badly enough to be willing to pay 
for its production. 

The third requirement is_ that 
enough specimens be available so 
that we can use them as an insert. 
This means, of course, that it must 
meet our technical specifications for 
inserts, including ability to be 
picked up by the mechanical colla- 
tors, within our weight limit, and 
so on. We don’t necessarily need the 
complete piece, either, but just 
enough of it to demonstrate the par- 
ticular qualities that make it out- 
standing. For example, one page of 
a 16-page catalog is enough. 


>» There is one further problem con- 
nected with this series. Usually, by 
the time a specimen of a particular 
piece reaches our hands, the print- 
ing run is over. In only a few cases 
will there be available the 24,000 
pieces we need as inserts. And us- 
ually, it is impracticable for the 
piece to be rerun for our needs. 

The answer to this is early con- 
sultation. If you have a piece com- 
ing up, whether you are advertiser, 


CUEEERCEUCEREEOUOOEOEEEREOOOUEROEEENOCEROREEEOEREOUEEEEOUCUESORSEROTOOEREEOOUREECEECEOEETCORRERSEUOORERTODUDERENTOCOOERANOOOEERSECOUOORRREEEOORER EEO OH EEG E ES venee 


Display typefaces in this issue: 2]—-Bernhard Modern; 24—Record Gothic Bold Ex- 


tended; 25—Hellenic Wide; 27—Mandate; 


30—Dom Casual; 31—Record Gothic 


Condensed; 43—Karnak Black Condensed; 49—Record Gothic Bold Extended; 52— 
Typo Script; 62—Caslon 540 Italic; 64—-Record Gothic Condensed; 67—Radiant 


Medium; 
91—Radiant Medium; 94—Balzac 
Campanile; 112—-Tempo Bold. 


72—Hellenic Wide; 77—Tempo Black Extended; 87—-Craw Clarendon; 
Brush; 


101—Craw Clarendon; 105—Bodoni 





agency or printer, that you think 
deserves a place in this series, let 
us know about it well before it 
reaches the running stage. While we 
can't have a finished specimen, 
there is usually available a dummy 
or an artist’s sketch, plus a speci- 
fication sheet. With this and some 
background information, we have 
enough imagination to project far 
enough into the future and decide 
whether it can be used. 

At this time, we can tell you 

whether we can use it, and can dis- 
cuss with you the scheduling of it, 
to fit within our plans, as well as 
to be consistent with yours. For ex- 
ample, if we are talking about a 
business magazine insert, there is 
no need for us to run it until after 
it appears in its primary media. 
» This is starting as an interesting 
and valuable series. How long we 
can keep it up depends on you. Not 
only do we need some expression of 
your interest in seeing it continue, 
but we also must have your help in 
tracking down and obtaining the 
specimens we need to be of most 
value to everybody. May we hear 
from you? 
Amateurs of Quality .. The num- 
ber of private printing houses in 
this country is a figure that would 
be hard to estimate. Existing as 
they do for purely personal satis- 
faction, their reputation does not 
usually go beyond a limited coterie, 
but some of the work that issues 
from these basement shops is among 
the most handsome printing to be 
seen anywhere. 

These speculations arise because 
of the release of “The Check-Log 
of Private Press Names,” available 
at 50c from The Herity Press, 202 
Beverly Road, White Plains, N. Y. 
Edited by Mrs. Elizabeth K. Lieber- 
man, Registrar of the International 
Register of Private Press Names, a 
self-assumed position, done out of 
a devotion to the private press, it 
lists the nearly 1,000 names that 
have been adopted by these de- 
votees since the beginning of print- 
ing. One, for example, is listed with 
the birth-year of 1560! 

These are mostly presses operated 
for the satisfaction of the proprie- 
tor, who gets release by creating 
something of beauty. They are defi- 
nitely not commercial presses, but 
one of them might possibly be the 
answer to an occasional printing 
problem. If you have a very short 
run of something that requires a 
special treatment, a private press 
might be the only answer. 

Examples? Suppose you wanted 
to get out a 12-page testimonial 


She’s producing 
justified composition 


(and she’s 
only an office 


typist!) 


Any office typist can produce justified composition with 
the Friden Justowriter. It works like this: 


First the operator types a rough proof of the copy on 
the Recording unit of the Justowriter. She types this at 
her normal typing speed. As she types, the Recorder 
automatically punches a coded paper tape that contains 
all the characters, numbers and spacing of the original 
copy, plus a special automatic justification code. To 
prepare the repro proof or direct image master plate, 


the operator inserts this tape and touches a key. The 
rest is automatic. 


The Reproducer retypes the copy automatically at 100 
words per minute, perfectly justified and error free. 
At the same time the operator types the next page of 
copy; thus there is practically noidletimeon either unit. 
There is no faster method of setting straight matter for 
reproduction, and none cheaper. 


Ask your local Friden Man to estimate acomposition job 
for you on the Justowriter. You’ll be amazed at the 


savings. Or write direct: Friden, Inc., San Leandro, 
California. avian cities ti 


& 
This advertisement was set 
on the Justowriter in 10 point | 


Booktype, reduced to size. 
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biography of a retiring president, 
in effect, a high-quality keepsake. 
How about a Christmas card of 
real distinction? There are limited 
occasions, but when they occur, 
there may be no better source than 
a well-run private press. 

How do you find a private press? 
The check-log mentioned above 
gives names only, but there are two 
flourishing organizations of amateur 
printers, both of which would be 
glad to help you find who is active 
in your area, and if you are further 
interested, would be delighted to get 
your support. You can reach the 
Amalgamated Printers Assn. at P.O. 
Box 11313, Phoenix, Ariz., and the 
Natl. Amateur Press Assn., c/o Bert 
Baker, 1212 LaSalle Av., Minneapo- 
lis 3. 44 


COMPETITIONS 


for you 


TO ENTER 


*New since last month 


JULY 


*2nd Annual Ad-Utopia Contest 
Sponsored by Puck-The Comic Weekly, 
575 Lexington Av., N. Y. 22. Artist- 
writer teams to submit ads designed for 
use in Sunday comic sections. 
Cleses July 7 


AUGUST 


Miles Kimball Awards 

Sponsored by Mail Advertising Service 
Assn. Intl.. 135 W. Wells St.. Milwau- 
kee 3, Wis. Highest honor in direct 
mail advertising for those who have 
produced outstanding direct mail or 
otherwise influenced the industry. Send 
nominations to Elias Roos, Chairman 
Judging Committee. 

Closes Aug. | (tentative) 


Flexible Packaging 
Sponsored by Natl. Flexible Packaging 
Assn., 850 Euclid Av., Cleveland, O. 
Open to NFPA members producing 
flexible packages. 
Cleses Aug. 1 (tentative) 


*1961 Direct Mail Leaders Hall of Fame 
Sponsored by Direct Mail Advertising 
Assn., 230 Park Ave.. New York, N.Y. 
Three major awards for best campaigns 
submitted. 

Cleses August 1 


*Television Commercials 
Sponsored by Paillard Inc., 100 6th Av., 
N.Y. 13. The manufacturers of Bolex 
optical equipment are offering prizes for 
home-made commercials, in 8mm_ or 
16mm. 
Cleses August 1! 


SEPTEMBER 


Package Designs 
Sponsored by Variety Store Merchan- 
diser Publications, 419 Park Av., South, 


New York 16. Best counter merchandis- 


ing package designs produced for use in 
variety stores. 
Cleses Sept. | 


PIA Awards : Pint : 
Sponsored by Miller Printing Machinery 
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Co., 1117 Reedsdale St., Pittsburgh 33; 
Printing Industry of America, 5728 Con- 
necticut Av., NW, Washington 15. Best 
self-advertising by printers and _ lithog- 
raphers in past year. 

Closes Sept. 29 (tentative) 


Editorial Awards 
Sponsored by Industrial Marketing 
Magazine, 200 E. Illinois, Chicago 11. 
Awards for editorial achievement in 
business publications. 
Cleses Sept. 30 (tentative) 


ADCC Art Awards 
Sponsored by Art Directors Club of 
Chicago, 6 E. Lake St., Chicago 1. 
Awards for Mid-America advertising 
and editorial art. 
Closes Sept. (tentative) 


Promotion 
Almanac 


Oct. 1-Dec. 31 
Nature’s Nightcap sponsored by 
American Dairy Assn., 20 N. Wacker 
Dr., Chicago 


Oct. 1-31 


Let’s Go Hunting . . . sponsored by The 
Sporting Goods Dealer, 2018 Washing- 
ton Av., St. Louis 3 
Housewares Festival . . . sponsored by 
Natl. Retail Hardware Assn., 964 N. 
Pennsylvania St., Indianapolis 4, Ind. 
October Rice Harvest Festival . . . spon- 
sored by Rice Council for Market De- 
velopment, 2171 Portsmouth, Houston 6, 
Tex. 
Cheese Festival Time . . . sponsored by 
American Dairy Assn., 20 N. Wacker 
Dr., Chicago 
Vational Restaurant Month . . . spon- 
sored by Natl. Restaurant Assn., 1530 
N. Lake Shore Dr., Chicago 10 
Shrimp Fiesta . sponsored by the 
Natl. Fish and Seafood Parade Commit- 
tee, c/o J. Walter Thompson Co., 420 
Lexington Av., N. Y. 17 

Oct. 1-7 


National Employ the Physically Handi- 
capped Week . . . sponsored by The 
President's Committee on Employment 
of the Physically Handicapped, Wash- 
ington 25 


Oct. 2-8 


National Pharmacy Week . . . sponsored 
by American Pharmaceutical Assn., 2215 
Constitution Av., Washington 7 


Oct. 8-14 


National Fire Prevention Week 

sponsored by Natl. Board of Fire Un- 
derwriters, 85 John St., N. Y. 38; Natl. 
Fire Protection Assn., 60 Batterymarch 
St., Boston 10; The Chamber of Com- 


For All of 1961 

Sales promotion men interested in the 
rest of 1961 will find entries for the 
entire year, in each of the three cate- 
gories listed here, in “The Sales Pro- 
motion Almanac for 1961” available as 
Reprint #313 at $1 per copy from 
A&SP’s Reprint Editor, 200 E. Illinois 
St., Chicago 11. 


merce of the United States, Washington 
Oct. 9-15 


International Pizza Week . . . sponsored 
by Intl. Pizza Club, Box 213, N. Y. 1 


Oct. 12 


Columbus Day . 
mation ) 


Oct. 14-21 


National Wine Week . . . sponsored by 
Wine Institute & Wine Advisory Board, 
717 Market St., San Francisco 3 


Oct. 15-21 


National Thrift Week . . . sponsored by 
National Thrift Committee, 121 W. 
Wacker Dr., Chicago, Ill. 

National Newspaper Week . . . sponsored 
by Newspaper Assn. Managers Inc.; c/o 
C. B. Lafromboise, Washington News- 
paper Publishers Assn., 236 Communi- 
cations Bldg., Univ. of Washington, Se- 
attle 5, Wash. 

Oct. 15-30 


Kraut, Pork *n Apple Dinner Season . . . 

sponsored by Natl. Kraut Packers Assn., 

202 S. Marion St., Oak Park, Ill. 
Oct. 16 


Father-in-law Day sponsored by 
Natl. Assn. Gagwriters, Comedy World 
Publishing Co., Box 835, Grand Central 
Sem, Bs. 37 

Oct. 16-20 


National Safety Congress . . . sponsored 
by Natl. Safety Council, 425 N. Michi- 
gan Av., Chicago 11 

Oct. 16-22 


National Bible Week . . . sponsored by 
Laymens Natl. Committee Inc., 165 W. 
46th St., N. Y. 36 

National Fish and Seafood Parade . . . 
sponsored by Natl. Fish and Seafood 
Parade Committee, c/o J. Walter 
Thompson Co., 420 Lexington Av., N. Y. 
17 

Oct. 18 
Alaska Day .. . 


territory) 
Oct. 19 


International Credit Union Day cag 
sponsored by Credit Union Natl. Assn., 
Madison 1, Wis. 

Oct. 19-28 


National Macaroni Week . . . sponsored 
by Natl. Macaroni Institute, 139 N. Ash- 
land Ave., Palatine, III. 

Oct. 21 


Sweetest Day . . . sponsored by Natl. 
Committee for Sweetest Day, Associated 
Retail Confectioners of U.S., 221 N. 
LaSalle St., Suite 1254, Chicago 1 


Oct. 22-28 


National Cleaner Air Week . . . spon- 
sored by Air Pollution Control Assn., 
2901 Union Central Bldg., Cincinnati 2 
National Downtown Week . . . sponsored 
by Natl. Downtown Week Inc., 125 E. 
23rd St., N. Y. 10 


Oct. 23-28 


National Honey Week . . . sponsored by 
American Honey Institute, Commercial 
State Bank Bldg., Madison 3, Wis. 
Oct. 23-29 
United Nations Week . . . sponsored by 
American Assn. for the United Nations, 
345 E. 46th St., N. Y. 
Oct. 24 


United Nations Day .. . 
Proclamation) 


. . (Presidential Procla- 


(transferred to U.S. 


(Presidential 





THIS IS 


TRY GILBERT SCRIPT ON YOUR 


NEXT LETTERHEAD ORDER OR AS 


THE PAPER STOCK FOR AN UNUSUALLY 


BEAUTIFUL MAILING PIECE. 


a 


&* 
: aNARRLL 7) 


| 
—-~— 


oT 





Smooth Uniform Surface 
Excellent for Writing 
* Superb Formation 


* Perfect for Embossing, Engraving and all forms of Printing 


This is Gilbert Script, 25% new cotton fibre content, sub. 24, now available 
through your local Gilbert Paper Merchant. 


GILBERT 
PAPER COMPANY 


MENASHA, 
WISCONSIN 





Oct. 24-31 
National Pretzel Week . . . sponsored by 
Natl. Pretzel Bakers Institute, Cherry . ie 
Lane Farm, Star Route, Pottstown, Pa. 
Oct. 28-Nov. 4 f » 4 O} } | 
National Popcorn Week . . . sponsored 
by The Popcorn Institute, 332 S. Michi- 
gan Av., Chicago 4 


Oct. 31 
Hallowe'en 


Coming 


ENI=Met 


Conventions 


Printing of Merit 


Next month’s entry shows 
a unique do-it-yourself slide 
calculator. 


Advertisers Buying Guide 


Addressing systems are 
complicated and costly. 


JULY Learn about them here. 


22-25 . Natl. Audio-Visual Assn. 
(Fairfax, Va.), Morrison, Chicago. 


30-Aug. 4. . . Professional Photographers 
of America, (152 W. Wisconsin Av.. Mil- 
waukee 3), Statler, N. Y. 


AUGUST 


6-12 .. . 1961 Annual Public Relations 
Institute, (Public Relations Society of 
America & Cornell University). Cornell 
campus, Ithaca, !y.Y. 


6-9 . . . Intl. Assn. of Printing House 
Craftsmen (Gradie Oakes, Process Color 
Plate Co., 1200 W. Monroe St., Chicago 
7), Palmer House, Chicago. 


23-29 .. . Advertising Specialty National 
Assn., (1145 19th St., NW, Washington). 
Palmer House, Chicago 


28-Sept. 1 . . . Educators Conference 
(Tecnifax Corp.. 195 Appleton St... Holvy- 
oke, Mass.) Holyoke, Mass. 


SEPTEMBER 


*18-Oct. 9 . . . International Marketing 
Conference (Marketing Executives Club 
of New York, 488 Madison Av., N. Y. 22) 


European tour 


25-28 ... New York Premium Shou. 
(Premium Advertising Assn. of America, 


) "of Aime Promoting with Beauty 

12 W. 72nd St.. NW), Coliseum, N. Y. 

When you are promoting a soft drink that has no calories, 
what more natural tie-in than a contest honoring the slim 


and lovely figure? 


27-30 . . . Natl. Assn. of Photo-Lithog- 
raphers, (317 W. 54th St.. NY 36), Com- 
modore, N. Y. 


OCTOBER 


3-5 ... Business & Corporate Gift Show. 
(12 W. 72nd St.. N. Y.), Trade Show 
Bldg., N. Y. 


6-9 . . . Mail Advertising Service Assn., “a ba Making the Most 


(622 5th St.. NW, Washington 1) Statler- 


Hilton, N. Y. ah P a Of an Exhibit 


10-13 . . . Direct Mail Advertising Assn.. 
(230 Park Av., N.Y.), Statler-Hilton, N.Y. 


oe oe <% NG a How Hammond Organs demonstrated sound 
Show, 5 oadway, N. Y. 36), Roose- Nie i . . io 
inne a ae and its instruments, both within the museum, 


*9-11 . . . Industrial Film & AV. Ex- and far beyond its walls. 
hibition (17 E. 45th St. N.Y. 17), Bar- 
bizon-Plaza, N. Y. 
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IN SALES 
PROMOTION 


BY 


TROPHY CO. 


Be. 


CUSTOM DESIGNED 


ELTA 


Claas 
foe 


Mules Ce 
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pretation of your product, 
ter a eee 

Te Mr itm Lak) 

the doors to a 

variety of sales 
promotion and 

business publicity 
opportunities 


Created and designed 
Ter em tte ie) 


. 7~ 
Auto-Lite Promotional Trophy 


Te re 


68 Brook Ave., North Plainfield, N. J 


Please send FREE brochure including suggestions 
on how to design a Promotional Trophy. 


Name. 
Firm 
Address 
City 


Zone State 


A&SP71 
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WHAT'S NEW 
IN SALES 
PROMOTION 


New Officers Named 
for New York Chapter 


Murray Dolmatch, Daniel & Char- 
les Inc., was reelected to a second 
term as president of the N. Y. chap- 
ter. Supporting Mr. Charles will be 
Russ Lutz, U. S. Plywood Co., Ist 
v.p.; Mort Mazor, Four Roses, 2d 
James H. Cooper, Fortune, 
secretary; and Chips Barrie, Law- 
rence E. Chait Inc., treasurer. 44 


V.p.; 


There are Five ‘izes’ 


| Which Build Sales 


It takes a 
make 


special program to 
sure that salesmen are 

promotion program, Milt 
Adams, Communications Inc., told 
a meeting of the Twin Cities chap- 
ter. Describing a campaign of Moto- 


sold 


| rola-Dahlberg which boosted sales 


of hospital communication equip- 
ment 128° in just six months, Mr. 
Adams outlined a five-stage proce- 
dure used to get the Motorola-Dahl- 
berg salesmen’ enthusiastic, and 
which can be adapted to other pro- 
grams. 


1. Ego-ize,. . Feed your prospect’s 
ego by talking about a topic that’s 
dear to his heart. This helps to get 
his attention. 


2. Tantalize .. To get interest, 
tell him how you can benefit him. 


3. Realize . . Help a prospect real- 
ize your product will solve his prob- 
lem. 


4. Visualize . . Let him him- 
self enjoying benefits of using your 
product. 


see 


5. Summarize . . Help him decide 
by summing up ideas for and against 
buying now. 44 


Forman Named N.Y.’s 
Man of the Year 


The New York Chapter Sales 
Promotion Executive of the Year is 
Leonard M. Forman, vice_president 


JULY SPEA MEETINGS 


Brussels: July 11, 11 a. 7a 


Chicago: | 
Dallas-Ft. Worth: July 


Vdalidas 


Detroit: 


Milwaukee: 
Phila: 
Phoenix: 


San Francisco: 


in charge of advertising and sales 
promotion at Golden Books, New 
York. 

Mr. Forman, who won the chap- 
ter’s third quarterly awards com- 
petition earlier in the year, went on 
to capture the title over three other 
finalists. 

He won the chapter award for his 
supermarket promotion of the 16- 
volume Golden Book encyclopedia. 
The promotion sold 50 million 
books. The promotion consisted of 
saturation radio and tv commercials 
plus in-store manual of instructions, 
bag stuffers, display rack, banners 
and pennants. 

Finalists with Mr. Forman in the 
chapter competition were Morton B. 
Elliot, president of Creative Promo- 
tions; Francis X. Timmons, adver- 
tising promotion director of The 
Wall Street Journal, and Robert L. 
Giles, sales and marketing manager 
of Volvo Import Inc., Englewood 
Cliffs, N.J. 44 


J. C. Hunnicutt! Very big sales promo- 
tion man! 





Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright _ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in __ half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as ed material. Ask your Olin fine paper merchant 
opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives _ you'll discard your old ideas about printing paper. 


aii 
PACKAGING DIviIsion QSRRER 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, NORTH CAROLINA 





PRESTYPE 


DRY TRANSFER ALPHABETS 


Puegrye’ paanasecce? 


FEGGHHH! 
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‘ 
petty 
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000} 4 
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b d 
mhhiiiitt 


| RED-BLUE-BLACK-WHITE-GOLD 
i ATLL 1 ARSE ORR Lt RIOR 


| Do-it-yourself — it’s a cinch! No scissors; 

| No blades ever used. Transfer sharp 
opaque letters directly on your art work 
—in 
NOW ... purchase only what you need— 
as little as an economical TWIN HALF*. 
of the world’s finest quality DRY TRANS- 
FER sheet... another PRESTYPE® first! 


OVER 350 ALPHABETS (IN COLOR) 
available at leading 
Art and Stationery Dealers 
or write for Literature “D” 
and FREE Sample to: 


PRESTYPE, INC. 


136 W. 21st ST., N.Y. 11, N.Y. 
DEALER INQUIRIES INVITED 
LETTER-ON CO. NAT'L. DISTRIBUTOR 


14 + A&SP + July 1961 








“Readora Witt 


Comic Book Coverage 


e This is to express appreciation 
for the fine coverage you gave com- 
mercial comic books. (see AR, Feb. 
p. 87) 

Your article is as comprehensive 
as it is excellent. Please accept our 
warmest congratulations. 

LEONARD DarRVIN 

Executive Secretary, Comics 

Magazines Assn. of America Inc., 

New York 


Experienced Youth 


e I felt very flattered at the refer- 

ence to me in the table of contents 

(see A&SP, April, p 5) as a “vet- 
eran public relations man.” 

I didn’t realize I looked that old. 

Frank G. M. Corsin 

Vice President, Milburn McCarty 
Associates Inc., New York 


Hooray for the Past! 


@ We were very much interested in 
your article, “Using the Past to Sell 
Today” (See AR, March, p. 23) as 
well as slightly disappointed in your 
omission of reference to Pacific 
Ocean Park’s recent campaign. As 
you will note from the enclosed 
sampling of ads (there were more 
than 150 of them) the “antique tech- 
nique” was used to tell the story of 
a very up-to-date amusement park 
in Southern California. 


IS THE PLACE TO PLAY!!! 


Pay one price for fun all day. Come early, stay 
late because at Pacific Ocean Park time is what 
you spend, money is what you save this Easter. 
Game time 11 a.m. daily! Playing every day and 
evening during Easter vacation! In Santa 
Monica! Very close by. Bring friends. 


admission includes all rides & attractions! 

ADULTS 81.80, JUNIORS 61.25, CHILDREN 81.00 

I'm not certain that our choice 
was a reaction to the Thermonuclear 
Age as was suggested, but a visit to 
the park during this past season 
showed that they had an almost 
thermonuclear effect. 

The device of “Using the Past” 
was tailored to sell the idea of fun 
in a highly competitive amusement 


market. Whatever the cause for the 

favorable reaction by our readers, 

we can vouch for the fact that antiq- 
uity gets attention. 

Wa ter S. BERK 

Production-Art Manager, Fuller & 

Smith & Ross Inc., Los Angeles 


Reasons for Irritating 


e Your discussion of “The Small 
World of John J. Pennyfeather” 
(March, p. 51), strikes me as both 
thoughtful and fair. I was partic- 
ularly pleased with your reminder 
that this motion picture was de- 
signed to support and to be sup- 
ported by a much more ambitious 
program, of which the film is only 
one feature. 

Even in your discussion of the 
fantasy element which gets the 
rough side of your pen, you scrup- 
ulously point out that what some 
of you found “coy and artificial,” 
others called exciting and stimulat- 
ing. 

As a prime mover in the creation 
of the Pennyfeather Study, I should 
like to tell you something of the 
background and reasons for the 
technique that some of you found 
irritating. It was not done as a 
stunt or a gimmick. It was an effort 
to solve an exceedingly difficult 
problem. Let me lay it out for you; 
it interests me to talk about it, and 
I should judge from your review 
that you may be equally interested 
in thinking about it. 


>» To begin with: our films are hard 
to categorize. They are not aimed 
at either the “entertainment” nor 
the “industrial” classifications in the 
orthodox sense of either term; in- 
deed, they are deliberately aimed 
away from them. The differences 
are very important to us. More ac- 
curately, the differences are the 
whole idea. 

The usual industrial film is purely 
expository. It tells or shows the 
viewer how to do something. The 
answers are supplied along with the 
questions. The producer does not 
consider his picture successful un- 
less it accomplishes its objectives 
right there in the theater. The 
viewer departs fully furnished — 
enabled by the film to build a swim- 
ming pool, avoid lifting injuries, 
orient sun dials, administer artificial 
respiration, or whatever. 

The producer of the Hollywood or 





“entertainment” type film of course 
achieves his objective even quicker 
— when the blonde in the box of- 
fice separates the customer from a 
buck seventy-five. 


» But our objectives, if they are 
ever attained at all, are attained 
weeks or months or even years 
after the showing of the film. And 
it happens not in the theater, but in 
the mind of the viewer and far 
away. Because what we have the 
gall to shoot for is actual behavior 
change, stimulated not by our think- 
ing but by that of the viewer. 

In the case of “The Small World 
of John J. Pennyfeather,” we do 
not say “This is how to improve 
your interpersonal relations.” We 
don’t say “Isn’t John a silly fellow?” 
And we don’t say, “Now pay atten- 
tion: we're going to explain all 
about limiting attitudes and their 
effect on communication!” 

No; we say something much more 
like “Have you ever thought of this? 
We're doing a lot of thinking about 
it ourselves. It’s pretty interesting, 
isn’t it?” And we try to illustrate 
the query in such a way that the 
viewer wili feel dissatisfied and in- 
trigued and of a mind to pursue the 
inquiry himself, in his own way at 
his own speed with tke equipment 
God gave him. 


>» Now about the fantasy technique. 

The trouble with the unorthodox 
approach is that people are condi- 
tioned (by Hollywood and televi- 
sion in this area) to the orthodox 
approach. They come to a film pre- 
pared to identify heroes and vil- 
lains, good guys and bad guys, vir- 
tue and vice and right and wrong. 
(These concepts, by the way, are 
all far more fantastic and unrealistic 
and utterly false than filmed char- 
acters talking back and forth with 
the audience.) 

People confuse the factual with 
the commonplace. What makes our 
film so uncommon is that it does 
deal with facts — little-recognized 
facts, seldom-considered facts — 
instead of commonplace fiction. We 
felt, rightly or wrongly, that an au- 
dience jerked away from television, 
Ben Hur, and the women’s maga- 
zines and suddenly immersed in an 
honest film might be unable to ac- 
cept or even identify the message. 
To relieve the pressure of so much 
novelty, commentary was needed 
while the story unfolded. 

We hit on the device of having 
the actors themselves talk about 
what was going on, not as the best 
way out of our trap, but as the best 
we could think of. Even here, you'll 


notice we avoided over-explana- | 
tion. When near the end, one of the | 
clinic asks, “But do you think Pen- | 
nyfeather is capable of change?” | 
the answer is not yes or no. “I | 
don’t know,” replies the sales man- 
ager. “But the real problem is that | 
Pennyfeather probably doesn’t real- | 
ize there’s anything to be changed.” | 
And that problem — which is the 
real problem; the point of the whole | 
picture — is left with, and to, the | 
viewer. 
C. E. Smitrx 
Vice President, sales and adver- 
tising, Employers Mutual Liabil- | 
ity Insurance Co. of Wisconsin, | 
Wausau, Wis. 


Abbott Redesign | 
| 
© Congratulations on the really ex- | 
cellent job you did with “The Ab- | 
bott Redesign Story” (April, p. 27). | 
I, and everyone I’ve talked to about 
the piece, think you interpreted this 
program very well indeed. 

I just had a note today from one 
of our district sales managers who 
wanted some extra copies of the 
magazine so all the men in his ter- 
ritory could read it; we complied, 
of course. This is rather unusual 
and testifies to the impact of your 
story, because our own employes 
have already received a_ rather 
heavy dose of the corporate design 
background. 

Again, our sincerest appreciation 
for your fine work in putting this 
article together. 

Tuomas A. Cralc 

Abbott Laboratories, Public Re- 

lations Dept., North Chicago, IIl. 


On Finding Freelancers 


@ Jeff Thomson’s comments about 
the freelance writer in “You... and 
the Freelance Writer” (see A&SP, 
May, p. 35) are extremely apt and 
often overlooked. 

Freelancers and public relations 
people frequently have the same 
goal, and can profit from working 
together. 

What, however, does Mr. Thom- 
son suggest as an approach to find 
freelance writers? They are difficult 
to track down, I have discovered, 
despite the myriad societies, leagues 
and associations of general writers 
and specialists. 

Your new title and cover are 
splendid. The name is more approp- 
riate, and your content this issue 
offered much more, to me at least. 

GERALD A. ROGOVIN 

Public Relations Counsel, Natick, | 

Mass. 


LAGU 
SIGNS AND PLAQUES — 
STARTLINGLY 
SOU 
UHH RU Le 


Perma-Plak, the successor to flat and 
fragile dealer signs, is here! It teams 
up two husky new products: Eastman’s 
glass-clear, glass-smooth but amazingly 
tough Tenite butyrate plastic and life- 
time, anodized aluminum framing. Im- 
mune to roughest weathering and 
usage. Takes bumps, bangs and scrub- 
bings in stride. No edge cracking or 
corner breaking, ever! 

We bake brilliant colors on under- 
side of Tenite sheet, away from rains 
and rubs, deep-form it to startling 3- 
dimensional beauty. Hair-fine proc- 
essing technique does it (2° are very 
important). We alone know all the 
hard-learned secrets. 

1000 is a practical run . . . tooling 
as low as $500.00. Unit cost is LOW. 
Sample? Send coupon for our con- 
versation piece: a handsome, multi- 
color 91” x 20” wall plaque with a 
stimulating message. 


| ir, | 

FREES | “We'ts, 
pS 

DUALITE PRODUCTS, INC. i 

Warrick and Settle Streets 

Cincinnati 27, Ohio 

Send me FREE embossed wall plaque: 
“Nothing happens until somebody 

SELLS something!”’ 

We are interested in pump plaques [| 

outdoor signs [| indoor signs () 
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YOUR DISPLAYS 


Ania MOTION 


and for your 
ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor -low 
cost, quiet oper- 
ation. 

Write for details. 


(]) VUE-MORE TURNTABLES 
[) BREVEL MOTORS 


VUE-MORE 


ea 


CORPORATION 


laa Oo NEW YORK 
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@ Books for 
t Admen 


@ The More you Show, the More 
you Sell, by L. Mercer Francisco; 
Prentice-Hall, Englewood Cliffs, 
N.J. 287 pages, $7.50 For a 
broad survey of the role of visual 
aids in selling and sales promotion, 
there is no book of which we know 
that is more useful than this. The 
author has had long experience in 
the production of visual aids, espe- 
cially motion pictures, and he has 
organized his material well. He 
writes with an understanding of the 
problems of the salesman on the 
firing line, and thus avoids the too- 
frequent error of becoming removed 
from reality. 

With the exception of three in- 
troductory and two summary 
chapters, both of which are general 
in nature, the bulk of the book 
is taken up with a discussion of 
specific techniques, ranging from 
the simple presentation to the sound 
motion picture. 

It is too bad that the book is 
marred by too-frequent typos. 

R.B.K. 


© Radio Station Management, by J. 
Leonard Reinsch and Elmo Israel 
Ellis; Harper & Bros., 307 pages, 
$6.50 . . . The tricks of the trade 
help one to understand the trade. 
And in these pages are many in- 
sights into the problems of radio 
station management that will be of 
help to the person, persons or com- 
panies that use radio for advertis- 
ing and promotion purposes. 

One expert called this book “...a 
thesaurus of fundamentals” and it 
is that. But it is also an explanation 
of enlightened management-labor 
relations that makes for profitable 
reading, no matter what your busi- 
ness. E.S. 


e 1961 Exhibits Schedule, Sales 
Meetings Magazine in cooperation 
with Exhibit Producers and Design- 
ers Assn., 511 Fifth Av., New York 
17; 192 pages, $25 .... The only 
annual directory of trade and in- 
dustrial shows scheduled for 1961 
and 1962. Covering show locations 
from the United States to Hong 


Kong and industries from account- 
ing to warehousemen, the plastic- 
bound booklet contains a_ vast 
amount of compiled information. 

The publishers must have taken 
this into account for show data is 
easy to find with categorical sec- 
tions which list the shows as to in- 
dustry, location and dates. 

While there is no general reading 
matter in this book, anyone who has 
ever needed a copy and not had it 
available, will testify to its impor- 
trance. B.M. 


© Direct Mail Showmanship, by 
Dick Hodgson; American Marketing 
Services, 610 Newbury St., Boston 
15, Mass., $17.50 . . . Written and 
compiled by a well-known editor 
and promotion man, who has a 
touch of the genius in latching onto 
a good idea, “Direct Mail Show- 
manship is a good addition to the 
direct mailer’s library. 

In it, the author describes and il- 
lustrates “101 little extras to add 
excitement to your direct mail ad- 
vertising.” Each of those presented 
illustrates Mr. Hodgson’s belief that 
after the facts are presented, it’s the 
“little extra touch” that makes the 
selling difference. Many of them are 
inexpensive, showing that ingenuity 
can make pennies do the work of 
dollars. Almost all of them are il- 
lustrated as they were used by 
various companies. 

In addition to the ideas given, 
“Direct Mail Showmanship” offers 
extra value in the author’s general 
comments on his belief that show- 
manship in direct mail pays off and 
his listing of 20 basic direct mail 
techniques for getting extra reader 
attention. 

The book is in a loose-leaf note- 
book format. B.M. 


© 39th Annual of Advertising & 
Editorial Art & Design of the Art 
Directors Club of New York, 
Howard C. Jensen, Editor; Farrar, 
Straus & Cudahy, N. Y., 340 pages 

index, $15 . . . This annual is 
always welcome, for it invariably 
contains the best in design and art, 
and invariably serves as a useful 
guide to what is being done and 
done well. 

This year’s edition, designed by 
George Elliott, is, in this reviewer’s 
opinion, one of the most handsome 
of the series. The use of large panels 
of clear color gives a richness to the 
book’s design that sets off the 





specimens beautifully. The credits 
are complete, and easy to relate to 
the examples, and here again, color 
is used well. 

But what is this contempt that art 
directors seem to have for words? 
Why do they make make it almost 
impossible for anybody to read 
text? It can only be that art direc- 
tors do not read — or believe that 
nobody else does. Otherwise why 
would the bulk of the copy be set 
in ten point News Gothic caps, with 
no ledding, on a 50-pica column? It 
makes a nice gray mass, but it can 
be read only by covering the copy 
with a white piece of paper, which 
you slide down to reveal one line at 
a time. 

But if you like to look at good 
ads, tastefully designed, this is a 
book to add to your permanent re- 
ference shelf. Don’t try to read it, 
though. R.B.K. 


@ International Poster Annual 1960. 
edited by Arthur Niggli; Hastings 
House, N. Y., 132 pages, $12 
This annual collection presents 505 
examples of outstanding posters 
from 21 countries. 

In his foreword, the editor points 
out that the trend towurds a truly 
international style in poster art is 
continuing, and suggests that a 
more useful volume might result if 
the posters were grouped by prod- 
uct category rather than by country 
of origin. Readers are asked to 
comment on this suggestion. 

The editor points especially to the 
wide selection of Japanese posters, 
with their abstract approaches, and 
to the excellent use of type by the 
Swiss poster designers. .B.K. 


i understand they have worked out 
their own program for ‘‘pulling them 


FOR BASKERVILLE 


...B for Beauty 
as lasting as its history and its origin. 


typographic beauty 


John Baskerville was perhaps the greatest 


printer and type founder of his time. His 
types have remained models of letter 
forms through more than two centuries 
of typographic development. 


Carrying out this tradition of craftsman- 


ship, Monotype has faithfully reproduced 
Baskerville’s letter form to provide 


ASKER 
N MON 


ABCDEFGHIFRLMNOPORSTUVWX 
YK abcdefghijklmnopqrstuvwxyz1234507890 


Monotype offers: True reproduction of 
the original type design, correct fitting of 
character to character, perfect alignment 
of type, and uniform typographically cor- 
rect word spacing. 


And Monotype gives you a bit more flexibility 
in fitting type to space, too. About 107% saving 


in lineage ts average. 


Whether the face is Baskerville, or any 
other face available on Monotype, this 
superior system of typesetting gives 
you a sharper, cleaner, more crafts- 
man-like reproduction every time. 


When Baskerville best suits the job, get 
BASKERVILLE ON MONOTYPE. 


Lanston Monotype Company, Division of 


Lanston Industries, Incorporated, Mono- 
type House, G Street Below Erie Avenue, 
P.O. Box 4768, Philadelphia 34, Pa. 
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Lanston 
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Please order reprints by number. Unless another 
price is given, each sells for 25c. In lots of 10 of 
any one reprint, the price is 20¢ each; lots of 50 
or more, 15¢ each; lots of 100 or more, 121/2¢ 
each. 


New This Month 


338 Paul Martin, Sales Promotion Executive of the Year — 
by Ted Sanchagrin 
The story of the Philadelphia newspaperman who won SPEA’s coveted award 


Advertising Specialties 


317 Whet Johnson's Wax Gives for Christmas — by William R. Gerler 
How one company gets full identification with Christmas specialties 
314 How on Agency Picks Speciaities — by Carl $. Averbach 
Esso offers its dealers a complete program of specialties 
307 A Basic Guide to Specialty Advertising 
What every adman should know about this medium — a Best of AR feature 
291 This is the Specialty industry — by Robert B. Konikow 


A guide to the buying of specialties 
283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 


Art 


256 How te Buy Graphic Arts Materials — by Donald Davis 


A guide to help graphic arts buyers 
236 A Cede of Ethics for Art 
The official code of ethical practices in buying art 


Audio-Visuals 
303 A Basic Guide to Business Films 
Checkpoints in planning, production and distribution of motion pictures 
262 How te Get More from your Film Budget — by Fred A. Niles 
A producer tells how you can make your dollar go farther 


224 The Art of Communication — by Richard A. Naumann (50c) 
A four-part series teaching admen production techniques and uses of audio-visuals 


Design 


331 How te Keep Everybody Aware — by Low Stipe 
An insurance company used redesign to put new life into its bulletins 
290 Design for Corporate Image — by Hap Smith 
A designer tells how to develop your own program 
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Direct Advertising 


320 Mailing Lists — by Frederick Borden 
An Advertisers Buying Guide article covers buying and using lists 
318 Selling Boxes by Boxes — by Allen Sommers 
An unusual direct mail campaign caught the eye with vivid demonstrations 
304 A Basic Guide to Direct Mail 
Planning, procedures and checklists for more effective mailing 
How to Get an Effective Christmas Card — by Bette Macon 
Some practical suggestions to improve your greeting 
Can You Afferd te Run Your Own Lettershop? 
— by Francis $. Andrews 
True economy is not always achieved by doing your mailings yourself 
240 Making on Effective Direct Mail Package — by William Baring-Gould 
An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 
A provocative approach to the growing demand for professionalism in this medium 


Packaging 


334 U.S. Packaging Breaks Through the tron Curtain 
— by Peter Schiadermundt 
How American designers helped a Polish product 
Wheat You Should Know About Package Design Research 
— by Edmund W. J. Faison 
A packaging expert outlines the essentials of the scientific approach to packaging 
A Basic Guide to Packaging 
What packages should do for sales, and what materials to use 
Corrugated Goes Beautiful — by Ed Sachs 
New processes are opening up new uses for the lowly carton 
How Design Unified a Product Line 
New products got stature by joining the package family 
A Guide to Card Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 
How to Work with a Package Designer — by Robert Sidney Dickens 
A designer's advice on how to get along with these specialists 
How Women Feel About Food Packaging — by Bette Macon 
A report of a panel discussion at which some women shocked the experts 
Do Multi-Packs Boost Volume? — by Richard E. Reed 
A report on a carefully-controlled test which measured effects of multiple packing 


Point-of-Purchase 


310 What Makes Good P.O.P. Advertising 
A Best of AR feature which covers the fundamentals of this medium 
263 Why an Agency Opened its Own Supermarket 
— by Kenneth R. MacDonald 
The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 
A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 
How Wilson & Co. uses its full-color newspaper ads 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 
An adman revorts the effects of the changing market place on p.o.p 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 
Money-saving ideas from a practical producer 


Printing & Typography 


299 This Is Flexography — by Milton |. Bennett 


Multi-faceted uses of a new printing process 
How to Save on Your Printing Bills 


65 hints on money-saving techniques, from a Best of AR feature 
305 A Portfolio of Typefaces for Admen 
The Best of AR feature includes more than 300 one-line specimens 
249 The Advantages of Letterpress & Offset 
A debate in print shedding light on the selection of the best printing process 
235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 
There’s trouble when buyer, artist and printer don’t talk the same language 
211 A System for Controlling Printing Costs — by Frederick Kammann 
(50c 
A five-part outline of a practical system for saving 10% on your printing ute 
105 Let's Swap ideas 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Television & Radio 


308 A Basic Guide to Television Commercials 
The Best of AR Series covers the problem of the tv commercial 





“On my honor, I will do my best...” 
Solemnly you had recited the Scout 
Oath (stumbling only once), received 
your Tenderfoot badge — and earned 
the right to wear the official uniform. 
And as you adjusted the bright ker- 
chief, you were suddenly transformed 
intoa proud knight. You stood fearless- 
ly, ready to lend a compassionate hand. 
Correct an injustice. Even save a life! 
Wonderful youth! Romantic ideals! 
You've exchanged them now for ma- 
turity and accomplishment. But pride 
remains, as shining as ever. In your 
printing. Your craftsmanship. 


Pride. We share it with you. Because 


good printing begins with good papers. 
And that’s the only kind we make. 
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EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORP., BANGOR, ME 





This is Atlantic Offset’s 


new fluorescent white 


-a graphic demonstration 
of how it can spark your printing 


Make your own check list of the qualities you'd like to 
see in a superior offset paper. Compare that list with the 
qualities you get in Atlantic Offset. You'll be amazed at 
how closely they match. 

Atlantic Offset gives you everything you need for 
better-looking work at top press speeds. For example: 


A fluorescent white that seems to give type, illus- 

trations and colors a whole new dimension. 

A well-closed surface for real ink economy. 

Uniform bulk and caliper. High dimensional 

stability. Quick drying properties. 

No fuzz. No lint. You get sparkling halftones. 

Cleaner type. 

Excellent opacity for printing two sides. 
This explains why printers find Atlantic Offset ideal 
for everything from booklets to broadsides, catalogs to 
college yearbooks. Or any job that requiresa bright white, 
easy-to-print offset paper. 

Atlantic Offset comes in eight sizes and five weights. 

Regular and Vellum finishes. Ask your Eastern Franchised 
Merchant for samples. Or write us direct. 
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Two Stars. . 


. Debbie Reynolds (on the right, you fool!) is 


A 


A Promotion 


with 


shown with Garry Moore, during the taping of his ‘‘I’ve Got 
a Secret,’’ on which the Reynolds enterprises got their time. 


The magic of a personality is something that is 


difficult to define, but once it is there, and recognized 


it can serve as the nucleus of a powerful promotion. 


By Henry G. Saperstein 
President, Television Personalities Inc. 
Burbank, Cal. 


Take a gorgeous movie star, sur- 
round her with a specially co-or- 
dinated line of wearing apparel and 
accessories, tie the line together 
with a big red ribbon of special sales 
promotion kits and a “Junior Petite” 
dress size, and you have a classic 
merchandising program showing 
what a star’s name can do to stimu- 
late the profitable ringing of retail 
cash registers. 

There is a happy magic to a well- 
known name, as we all know, and 
the name of Debbie Reynolds is 
currently on one of the hottest mer- 
chandising programs in the United 
States. 

We believe the current Debbie 
Reynolds promotion will be one of 
our most successful. We are using 
Debbie Reynolds’ name on women’s 
apparel such as dresses, blouses, 
hosiery, sportswear and foundation- 
wear. All apparel in the line is 
“Junior Petite” designed for the 


woman under five-foot-one-inch 


tall. 

Debbie, who is five-one without 
shoes, is a perfect “Junior Petite” 
size. Bringing a famous movie star 
into the fashion field allowed us 
to offer a coordinated line for the 
popular priced women’s apparel 
market. The volume potential this 
new line offers is tremendous. We 


High School Press 
Miss Reynolds, with 
San Francisco's 
Mayor Christopher, 
is interviewed by 
high school editors. 


% ersonality 


expect to sell, by the fall of 1961, 
more than $4,000,000 in this Debbie 
Reynolds merchandise. 

In formulating the Debbie Rey- 
nolds merchandising program, we 
took advantage of the fact that 33% 
of all of the women in the United 
States are five-foot-one-inch or 
shorter. A large selection of these 
garments were produced in the new 
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“Junior Petite” size range. 

Obviously, the “Junior Petite” 
sized clothing was extremely im- 
portant to all aggressive and for- 
ward-thinking retailers. The Debbie 
Reynolds merchandise offers her 
name prominently as_ consultant: 
each item is ticketed with a card 
containing the movie star’s photo- 
graph and each item has been pre- 
priced. This pre-ticketing assures 
the purchaser, no matter where the 
“Junior Petite” clothes are bought, 
that they bear the same price tags. 

In addition, the retail stores are 
given a variety of promotional ma- 
terials including glossy photographs 
of the merchandise modeled by 
Debbie Reynolds, counter cards, 
window display cards, and buttons 
for sales personnel. 

Because the Debbie Reynolds line 
of originals is aimed at the smaller 
than average woman, these potential 
customers are able to build their 
wardrobes with garments that fit. 
They eliminate the need for expen- 
sive alterations. 


> How do we start a merchandising 
promotion for this type of line? 

Actually, there are no “ground 
rules.” No amount of research can 
accurately predict when the public 
will accept a figure, make a national 
hero out of him or her, and make 
his name a household word. 

A knowledge of ratings, audience 
and box office pull, the share of 
audience, the number of viewers, 
the sponsor, the opposition, all helps 
in determining who had a better 
television program, movie or record 
following. But even some of the 
most prominent starts are simply 
not merchandisable. 

A constant alertness and a search 
for a name is the start of a success- 
ful personality merchandising pro- 
gram. 


> Debbie Reynolds has always been 
a tremendous success at the box 
office. Our real decision came, more 
frankly, after we saw her face on 
more than twelve movie fan maga- 
zines on the newsstands .. . in one 
month. To us at Television Per- 
sonalities, the publishing field is a 
true gage of popularity. Here, the 
fans step up and enter the popular- 
ity contest by casting a vote in the 
form of the purchase price of the 
magazine. The phenomenal popular- 
ity of Debbie Reynolds can still be 
gaged today by the number of 
magazines that feature her on the 
front cover. 


> We quickly started negotiations 
with Miss Reynolds. It took several 
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Personal Appearance . . . Miss Reynolds 
talks about clothes — and her clothes 
— at Pacific Ocean Park. The girls in 
the background are the May Co.’s Col- 
lege Board Advisors. 


weeks to plan the kind of mer- 
chandising approach we would use 
in exploiting the Debbie Reynolds 
name. Miss Reynolds has long been 
interested in fashions and good 
grooming. We decided that since her 
name appeals to a tremendous mass 
audience, so must the price range 
of the Debbie Reynolds merchan- 
dise. 

We could not guarantee the cloth- 
ing and accessories which we had 
in mind would make a teen-ager 
or a young lady look like a movie 
star, but we felt certain the mer- 
chandise we would develop would 
help make the consumer far more 
well-fitted and attractive. 

The first step of our program was 
to approach a national fashion 
magazine whose circulation was to 
the group we had in mind. We de- 
veloped a coordinated program with 
the publication wherein the manu- 
facturers selected to produce the 
Debbie Reynolds merchandise 
would advertise in the magazine. 
The magazine developed a sales pro- 
motion kit which over 100 leading 
stores in the nation used in present- 
ing the Debbie Reynolds promo- 
tion to the customers. 


> As sole licensor of Miss Reynolds’ 
name, we carefully selected manu- 
facturers producing dresses, sleep- 
wear, jewelry, hosiery and outer- 
wear, a well-rounded selection of 
good merchandise. In every case 
we worked with the advertising 
agency of the manufacturer to co- 
ordinate the project and to achieve 
a coordinated “family look” for the 
line. We set up rigid standards of 
quality, of promotion and of ad- 
vertising and have strictly enforced 
them. 

The merchandising approach of 


each manufacturer was designed to 
fit a specific Debbie Reynolds ar- 
ticle. For example, the H. W. Gos- 
sard Co., one of the major manu- 
facturers of foundationwear, ad- 
vertises its items as “the Debbie 
Reynolds look.” Here, a new, unique 
and highly successful packaging of 
the garments was worked out in a 
flat box which resembles a record 
album, carrying a photograph of 
Debbie. 

The large flat of the package sur- 
face was excellent for a large photo- 
graph of Debbie and subtly tied the 
promotion together in an atmos- 
phere which identifies the sales of 
the foundationwear with the enter- 
tainment field. 


> Fully alert to the trends of mer- 
chandising and keenly aware of the 
tremendous popularity response to 
the “Junior Petite” size in the 
women’s fashion field, we worked 
with Clarise Sportswear Mfg. Co. in 
producing Debbie Reynolds sports- 
wear in this new size range. This 
company has produced a line of 
popular priced skirts, sweaters, co- 
ordinated combinations, as well as 
Capri and other similar type pants. 

Zinda of California has produced 
a complete line of dresses for par- 
ties, dates, casual wear, for both 
teen-agers and young ladies. Mojud 
Hosiery, a division of the Kayser- 
Roth Hosiery Co., New York, has 
the Debbie Reynolds hosiery items. 
Glamour Inc., New York City, has a 
line of popular priced coordinated 
blouses. Coro Inc., of New York, has 
a line of fashion jewelry and 
watches. 


> One of the nicest aspects of this 
entire promotion is that Debbie her- 
self is extremely interested in the 
problems of girls her size who have 
had many difficulties in obtaining 
dresses and other apparel fully 
suited to them. Last fall the May 
Co., Los Angeles, held a preview, 
showing the Debbie Reynolds prod- 
ucts at the Pacific Ocean Park. Deb- 
bie was scheduled to speak for five 
minutes. She was so interested in 
the subject, and in the hundreds of 
questions from young ladies in the 
audience, that she stayed for more 
than an hour answering questions 
on proper dress, make-up, groom- 
ing and the like. There were more 
than 2,000 youngsters and guests of 
the May Co. at the fashion show. 
In connection with the May Co. 
again, a Debbie Reynolds contest 
was held. The young ladies entering 
the contest filled out a card giving 
their own dimensions. The winner 
was the one whose dimensions most 





closely corresponded with Debbie’s. 
She received merchandise, Debbie 
Reynolds merchandise, of course, 
and was invited to spend a day at 
the studio as “Debbie Reynolds” 
stand-in. 


> Another feature of the Debbie 
Reynolds originals merchandising 
program is that the retailer, wheth- 
er a department store or a fashion 
shop, is required to carry at least 
25% of its normal stock in Debbie 
Reynolds originals. This is to assure 
the manufacturer that the retailer 
will have a sufficient stock, selec- 
tion, size and price ranges of the 


originals for their customers. 


> Debbie is a top-flight actress in 
anyone’s book. Now she’s proving 
something more. She’s emerging as 
a very sound, mature business 
woman. As the result of the high 
fashion, the full value line of wom- 
en’s apparel bearing her name is re- 
ceiving tremendous interest from 
American girls and women. 

And the nation’s merchandising 
industry has a real glamor star in 
its midst with this fascinating sales- 
woman from Hollywood. 

If you are interested in vital sta- 
tistics, Debbie weighs 100 pounds, 


PUBLIC RELATIONS 


Employe Education 


The publication of another company pamphlet is generally 


Report Card 


has light brown hair and green 
eyes. And “Junior Petite,” in case 
your wife asks, is size 5. 


> We are firm believers in the “star 
system” and Debbie Reynolds is 
proving over and over that “hot 
names” bring “cold cash” through 
highly individualized merchandising 
programs. 

This is a lesson that all sales ex- 
ecutives can learn anew. Buyers to- 
day identify quality merchandise 
with a quality name. There is a tre- 
mendous appeal to a name like 
Debbie Reynolds. It really moves 
merchandise. We’ve proved that. 44 


DIRECT ADVERTISING 


Annual reports, by now, have become more an art than an 


greeted with something less than wild enthusiasm by the com- 
pany’s employes. To drum up interest, Associates Investment Co. 
of South Bend, Ind., took advantage of the 20th Anniversary 
edition of their house organ ‘Associates Spirit." A sample copy 
of their new p.r. booklet “Money for All” was attached with 


Kleen-Stik to a page of the magazine which tells about the’ 


booklet, and the various uses—for salesmen, customers, or the 
generally curious—to which it may be put. When the employe 
removes his “personal copy” of ‘Money for All,” he finds a 
black and white reproduction of the front cover directly under- 
neath. 


DIRECT ADVERTISING 
Stamp of Approval 


Since Bell & Howell sells Phillipsburg mail inserters, they had 
a tailor-made opportunity to tie-in with the product, and brighten 
an otherwise dull mailing piece with the spice of some color- 
ful foreign stamps. Six stamps are pasted on an 8}/2x11" sheet, 
opposite short testimonials for the inserter—the theme being, of 
course, “stamp of approval.” Covering a whole range of colors 
and exotic places, the stamps*even include some interesting 
a stamp from the “old” Belgian Congo, and 
an Eva Peron profile on one from Argentina. 


anachronisms ... 


accounting. That's why an enterprising printer, Herbick & Held, 
in Pittsburgh, used an overrun on a beautiful four-color annual 
report they had done for the Duquesne Light Co., and turned it 
into a sales promotion mailer. They merely slipped a folded 
white sheet over the front cover of the report which shows a 
large die-cut key and the message: ‘Your key to a better an- 
nual report.’’ Upon opening the book, the other side of the sheet, 
folded over the inside front covers, carriers the story of the 
Duquesne annual report, and a sales pitch for Herbick. 


PUBLIC RELATIONS 
TV Storybook Booklets 


To take full advantage of its commercials on the CBS-TV Net 
work “Tomorrow” series, American Machine & Foundry Co. 
New York, published a series of booklets using the artwork and 
format of tv commercials. The booklets cover the same areas as 
did the commercials but in an expanded form. The booklets are 
included in business mail, passed out at trade shows, mailed to 
employe and community groups and given by salesmen to 
wholesalers, jobbers, retailers and other distribution outlets for 
AMF products. 
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Make Rhythm 
Work for You 


By John James 


The account man had an idea. 
Which may or may not be unusual, 
depending upon whether or not you 
subscribe to the belief that account 
men are “thinking men’s filters.” 

When he dropped into the office, 
we fully expected the usual: “What- 
do-you-mean you can’t bounce a 
commercial off the Echo satellite? 
The client thinks it’s a good gim- 
mick.” That type of thing. 

But this time he said, “It’s about 
tintinnabulation . . . the sound of a 
campaign theme.” So we listened. 
We looked up tintinnabulation later. 


> His was not a new idea. Actually 
it was a kind of yardstick or guide 
most of us use subconsciously. But 
you don’t find it expressed too often. 
Shakespeare summed it up when he 
said, “Look with thine ears.” 

In a nutshell, the account man 
thought that the way the theme of 
any ad campaign sounded to the 
ears was an important ingredient in 
its eventual success. He’d been no- 
ticing that many successful ad cam- 
paigns implied or expressed a bene- 
fit in a simple phrase which sounded 
good when spoken. It rolled easily 
off the tongue and pleased the ear. 
Radio copy, actually. Almost an au- 
dio slogan. 

An ad campaign first prepared 
for newspapers, he pointed out, does 
not always lend itself easily to tv. 
Nor does a visual display lend itself 
easily to radio. But almost always, 
a theme that has a pleasant sound 
to it can be adapted to any medium. 
So, in creating a campaign theme, 
why not start with the audio? 


> That’s it. And when you consider 
it, it has merit. 

It is easier to remember a re- 
curring sound, word, or phrase. And 
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An agency man sounds the praises 


and values of tintinnabulation for slogans 


that make lasting impressions. 


the addition of rhythm or meter 
helps still more. For example, Pll 
bet you can recall some random 
phrases from Kipling which you 
may have read only once or twice 
many years ago. Phrases like... 
“the great, green, greasy Limpopo.” 
Rolls easily around the mind. Has a 
pleasant rhythm. The mind likes to 
listen to it and is reluctant to let it 
go. 
The effectiveness of the appeal to 
the mind’s ear is basic. Sound... 
the spoken word . . . was man’s first 
method of communication. Primitive 
man spoke before he resorted to 
hieroglyphics. In the beginning was 
the word, we are told. And this 
word preceded anything visual or 
written. A new born babe com- 
municates first with sound. It coos 
or cries. 

And very few men have ever pro- 
posed marriage with pictures or 
type. The proposal usually follows 
the expression of three simple 
words ... “I love you.” This simple 
phrase has never been improved 
upon. It embodies the thought that 
you think the girl is beautiful and 
desirous . . . it says much and is 
pure poetry and music to the per- 
son for whom it is intended. 

But the point is not the spoken 
word itself ... but rather the pleas- 
ant expression of a benefit. And this 
results from simplification. There is 
beauty in simplicity, but more im- 
portant, there is understanding. 


> The simplicity of idea and the 
purity of sound is the simplicity 
and purity of distillation. You start 
with the whole complex subject and 
distill it to its essence. You boil off 
the irrelevancies, the explanatory 
material, the developmental aspects, 
and you distill down to the syrup. 
“Blessed are the peacemakers for 
theirs is the Kingdom of Heaven” is 


such a distillation. A benefit prom- 
ised for a way of life. Simple. Beau- 
tiful. Memorable. 

An example from our business. 
Everyone is familiar with those 
word association tests where you 
are given one word and asked to 
write the first word that comes to 
mind next to it. Like “red” after 
“rose”. Recently some _ professors 
were puzzled when, instead of “Pa- 
cific’ which should have followed 
the word “Atlantic,” the word 
“Keeps” appeared with surprising 
frequency. The mystery was solved 
when it was found that the associa- 
tion with “Atlantic” was the phrase 
“Keeps your car on the go!” 

This ad theme distills a benefit 
into a simple, pleasant-sounding 
phrase . . . in fact, it is a part of a 
musical signature. 


> “The wonderful world of wash 
and wear” may never be heard on 
radio. But the mind likes the sound 
of it. It falls naturally from the lips. 
And so does “Just a little bit bet- 
ter.” And also “A little dab’ll do 
ya.” And from the business maga- 
zines . . . “Some spots are better 
than others.” There are many. 

Once you hit upon such a theme 

. whatever it be... you can run 
with it. It need not be used in a 
purely audio medium. It can be 
used anywhere you choose. 

Many slogans fit. But what we’re 
concerned about are not so much 
slogans as campaign themes. The 
distillation of a benefit into a pleas- 
ant phrase. And it’s not a bad yard- 
stick. Try it. 


> Sound your theme. Put it on tape 
and then play it back to hear how 
it sounds. Does it have tintinnabula- 
tion? Does it ring bells? 

Maybe an account man can come 
up with a good idea. 44 





Fiow 3M 
Buys its 
Bees hibits 


Here’s the inside story of howa 
major exhibitor plans its exhibit 
schedule for maximum impact with 
minimum cost. 


By J. E. Linstroth 

Display Supervisor 

Staff Advertising Services 
Minnesota Mining and Mfg. Co. 
St. Paul, Minn. 


A large eastern manufacturer re- 
cently was preparing to participate 
in a major trade show in the Phil- 
adelphia area. The company was 
about to introduce a new and im- 
portant product line at this show. 
Everything about the display needed 
to be top flight, imaginative in con- 
cept, and precise in construction. 

Working to the exact floor plan 
supplied by the association, the 
company’s exhibit builder blue- 
printed an outstanding display, 
which was built with utmost skill, 
and shipped to Philadelphia for in- 
stallation. 

There was a slight delay enroute, 
however, due to a mix up in truck- 
ing schedules. Two days before the 
show opened, the display arrived on 
a special carrier from the official 
drayage firm. The carpenters from 
the convention service crew that 
were hired to set up the display had 
been subsequently hired by another 
exhibitor, after having wasted a few 
hours waiting for this particular 
display to arrive. Another delay was 
encountered before a new crew was 
assembled and started to work. 


> Immediately, the company found 
itself faced with another problem. 
The carefully planned, excellently 
fabricated display would not fit the 
area. Supporting columns in the ex- 
hibit area, around which the exhibit 
builder had designed the display, 
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were not the perfect rectangles 
shown in the floor plan. But this 
wasn’t all. One column contained a 
large fuse box and on an adjoining 
wall was a fire extinguisher. These 
additions were not only unexpected, 
but had to be left accessible 
throughout the show. 

Some drastic and immediate al- 
terations were necessary. So-called 
experts in their field, the erecting 
crew did their best. Working 24- 
hour schedules, incurring hundreds 
of dollars of additional expense in 
manpower and materials, the crew 
was able to adapt this carefully 
crafted display to the unexpected 
obstruction and protrusions. The 
exhibit was ready for the show 
opening, but resulted in a number 
of disillusioned company officers 
when a final accounting was made 
of the costs. 

This type of problem is not all 
uncommon and as many exhibitors 
have found to their sorrow, the 
floor plan of an exhibition hall fre- 
quently does not present an ac- 
curate picture of a display area for 
which an exhibitor has contracted. 
Utility outlets, floor drains and wa- 
ter connections may not necessarily 
show on the floor plan. Small 
things? Ask the exhibitor who has 
to pay the final bill, or ask the dis- 
play people who must somehow 
circumvent quickly and on the spot 
all the problems that arise because 
of these omissions and inaccuracies. 


> What I am trying to stress is the 
importance of properly planning 
and coordinating all aspects of trade 
shows and conventions. There are 
innumerable details to be handled 
in conjunction with any one show, 
and certainly the effort put forth in 
pre-show planning and coordinating 
are reflected in the costs accrued 
and results obtained. 

At the present time, we are re- 
sponsible for coordinating between 
75 and 80 trade shows a year, in 
addition to handling for 3M other 
display functions. 

Our services are generally uti- 
lized from the minute the medium 
of trade shows is considered for 
merchandising a product, to the 
completion of the show and the 
warehousing of the display mate- 
rials. 

I do not mean to imply, however, 
that these services are merely 
mechanical. On the contrary, many 
of our display designs are adapta- 
tions of ideas originating within the 
department. The point I would like 
to stress is that our business is show 
business. Our responibility is to 
provide a complete display service 


26 * A&SP + July 1961 


for the many divisions of the 3M 
company. This service covers many 
areas of activity and might be out- 
lined as follows: 


1. We make available a complete 
listing of trade shows, both domestic 
and foreign. This consists of main- 
taining individual files on the ma- 
jority of national shows, including 
pertinent information relative to 
these shows. 


2. We communicate with show 
managers and associations to obtain 
best possible booth location for a 
given show. This consists of fre- 
quent contact with show managers 
and other individuals in associations 
sponsoring national shows. We feel 
this has resulted in distinct benefits 
for us. 


3. We furnish creative help in de- 
veloping ideas for display design. 
The very nature of our work re- 
quires a rather thorough knowledge 
of divisional products and product 
applications. This, in conjunction 
with our familiarity with new dis- 
play techniques and materials, has 
been beneficial in developing basic 
ideas for display design. 


4. We select the display firm best 
qualified to handle specific jobs. We 
utilize a number of suppliers for 
designing and fabricating our dis- 
play material. Each is a specialist 
in his own right, some are more 
qualified than others for specific as- 
signments. Knowing their capabil- 
ities is essential to assure you qual- 
ity displays at reasonable costs. 


5. We supervise fabrication of dis- 
play material. Close contact with 
display firms fabricating 3M mate- 


Americana in Spain . 


rial eliminates misunderstandings 
and permits periodic progress re- 
ports to individuals concerned. 


6. We handle set up and dismantl- 
ing. When it is necessary to super- 
vise set up and dismantling, as in 
the case of the larger national 
shows, our people are available. 
Familiarity with convention halls 
throughout the country, contacts 
with installation services in the 
various cities, and knowledge of 
labor restrictions in other areas, 
etc., help us to get the job done 
with a minimum of cost. 


7. We coordinate shipping of dis- 
play material with our traffic de- 
partment. As the cost of shipping of 
display materials by company con- 
tract carrier is approximately one- 
fourth the cost of shipping by com- 
mercial carrier, we attempt in most 
instances to arrange for shipment 
of display units by branch trucks. 
This can amount to quite a saving 
in both time and money. 


8. We handle all paperwork con- 
nected with a specific show. This 
includes original correspondence 
with the show manager in regard to 
space; requesting advance checks 
for space deposit and forwarding it 
with contract; completing necessary 
forms as required by show associa- 
tion; processing purchase requis- 
tions; checking and approving all 
invoices for display material; and 
maintaining inventory of all display 
material currently warehoused. 


> These services and procedures are 
what we at 3M feel is necessary to 
have efficient participation in shows 
and conventions. 


. . 25,000 square foot American pavilion at Barcelona Samples 
Fair featured cotton as its only product. Building and exhibits within the building were 
designed and supervised by The Displayers Inc., New York. Live interest was provided 
by a fashion show, movies and a shirt-making assembly line by Singer Co. 





Miniature Tire Press . . 


. Here the rubber is about to be 


clamped into the vulcanizing mold, to produce a real, but 


small tire. 


By R. P. Wise 

Manager, Tire Merchandising Dept. 
Dayton Tire & Rubber Co. 

Dayton, Ohio 


You would think that spare tires 
have no place in modern office de- 
cor, yet more and more are finding 
their way into the offices of pur- 
chasing agents, buyers, sales man- 
agers, fleet owners and other people 
engaged in buying and selling tires. 

These tires are real. They are 
made with meticulous. care and 
rigid quality controls. The only un- 
usual thing is their size . . . eight 
inches in diameter. 


> These tires are neither samples for 
a new super-small foreign car, nor 
are they molded for over-sized ash- 


trays . .. although they could be 
used in either manner. They are a 
unique training and sales promotion 
tool used by the Dayton Tire and 
Rubber Co. 

Bringing in groups of potential 
customers and salesmen from out- 
lying dealer organizations to the 
factory for first-hand demonstration 
of construction techniques is the 
ideal way to tell a sales-clinching 
story on product quality. Ideal... 
but impractical from the cost stand- 
point. That was the problem faced 
by the Dayton sales promotion de- 
partment. 

The solution: Take the demon- 
strations direct to the doorstep of 
the potential customers and build a 
tire right on the spot. 


For the sake of portability, minia- 
ture tire-building machines and cur- 
ing presses were made to a scale 
about 1/20th the size of the proto- 
type equipment. Curing is the proc- 
ess of cooking a rubber compound 
to release its numerous chemical 
ingredients. 

After a brief training session, 
Dayton field men were able to dem- 
onstrate any time and anywhere, 
how tires are made. The miniature 
machines have already traveled 
20,000 miles and have turned out 
hundreds of perfectly formed Day- 
ton tires for the benefit of thou- 
sands of interested onlookers at 
sales meetings, exhibitions, etc. 


> Every step of the actual tire build- 
ing operation is faithfully repro- 
duced. All components of a tire— 
beads, carcass, plies and the tread 
stock—are assembled on the collap- 
sible, rotating drum of the pint-sized 
tire building machine. The beads 
are the rigid portions of a tire, con- 
sisting chiefly of strands of steel 
wire. The carcass is the entire struc- 
ture of a tire with the exception of 
the tread and plies are the various 
layers of rubber coated cords form- 
ing a unit of the entire carcass. 
The plies are carefully placed 
with the cords at the proper angle 
for maximum strength. To save time 
during the demonstration, only two 
plies are used instead of the usual 
four for a regular-sized passenger 
car tire. This is the only deviation 
from actual tire construction tech- 


niques. After the plies are in place, 
the tread stock and the carcass 
(sidewall) are assembled. 

The barrel-shaped green, or un- 
cured, tire is then placed in a cur- 
ing press where the combination of 
heat and pressure fuses all the com- 
ponent parts into the unified con- 
struction we associate with a fin- 
ished tire. Conventional presses use 
super-heated steam and a pressur- 
ized air bag to shape the tire to the 
outlines of the mold. The miniature 
press uses electricity for the heat 
and a CO: cartridge for pressure. It 
is during this curing operation that 
the tiny tire receives its tread and 
shoulder design from the mold— 
just like the big ones. 


> Even though these tiny tires can 
be made much faster than their 
full-sized counterparts and they are 
far from the right size, they are real 
tires in every sense of the word. 
Dayton tire engineers even worked 
out a suggested air pressure of 6 
pounds, based upon a hypothetical 
load factor of about 200 pounds, the 
estimated weight of a vehicle scaled 
down to the size of these tires. 
To save time, regular tube type 
tires are made for the demonstra- 
tions. The tire builder explains that 
a whitewall would require the addi- 
tion of a pure white rubber strip. If 
the tire were to be a tubeless model, 
a special gummed sealer would be 
used on the first, or inner ply. 


> Why get involved with the obvious 
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extra expense of building miniature 
tires perfect in every detail? 

“It’s the best way we know of 
getting the story of our tire build- 
ing techniques across to people 
away from the plant,” explained 
Charles H. Hahn, vice president and 
general manager of the company. 

“If we just wanted to show minia- 
ture tires, we could run off dozens 
from a single mold at just a fraction 
of the cost of one of these demon- 
stration tires,’ he said. “But show- 
ing them a finished tire is not the 
point. By first laying out all of the 
component parts and then assem- 
bling them step-by-step, we get our 
story across in a much more con- 
vincing manner. 

“For instance, few people realize 
a substantial part of the cost of 
building tires lies in the variety of 
skills and the time required for 
stock preparation. It looks easy 
when you watch a skilled tire 
builder quickly assemble all the 
component parts. But how many 
persons are aware of the rigid spec- 
ifications, the extremely close toler- 
ances, and the combined engineer- 
ing and design skills that go into 
making of these components?” 

Mr. Hahn added, “Strangely 
enough, these traveling demonstra- 
tions have even opened the eyes of 
some long time tire buyers . . . peo- 
ple in the business who you or- 
dinarily would think would be fa- 
miliar with the manufacturing steps. 

“However, for one reason or an- 
other, they just never find the time 
for a plant visit. In fact, one fleet 
owner thought we were demon- 
strating a completely new method 
of building tires. We soon set him 
straight on that matter,’ Mr. Hahn 
said. 


> The miniature tire building dem- 
onstrations have been a bell-ringing 
success, far surpassing original ex- 
pectations. Dayton field demonstra- 
tors report enthusiastic response 
from every quarter. As a sales 
training technique, according to one 
demonstrator, the project is better 
than a trip to the factory because 
the demonstration holds the trainee’s 
complete attention. There are no 
distractions such as those which 
confront a visitor to a noisy, busy 
production line operation. Every 
step can be seen clearly and, if 
necessary, can be repeated for the 
benefit of trainees . . . a concession 
impossible in an actual production 
line visit. 

As far as the general public is 
concerned, the project is proving an 
excellent public relations and sales 
promotion tool. For people who 
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Ready to Roll . . . Two of the miniature 
tires, complete even to the details of 
the tread pattern, are ready to grace the 
desk of an important buyer. 


have never seen a tire plant in op- 
eration, the tire building demon- 
strations are fascinating, reports one 
field man. 

In fact, even men who know the 
ins and outs of tire building are 
quite curious about the demonstra- 
tion and the equipment. They 
crowd around just as eagerly as do 
persons totally unfamiliar with the 
process. “I think they have some 
doubts whether we can turn out a 
perfectly functioning tire in minia- 
ture,” the field man _ continued. 
“Whatever the reasons, they are all 
impressed after the demonstration.” 


> In addition to the natural curiosity 
of the onlookers, the field men use 
every trick of showmanship to 
maintain audience attention. For in- 
stance, during the curing cycle, 
there is a brief movie or filmstrip 
presenting showing how tire plies 
are cut. The audience has no diffi- 
culty identifying the different oper- 
ations because they have just wit- 
nessed these various tire compon- 
ents being assembled. By the time 
the film is ended, the electrically- 
heated curing press is ready to 
open and display a finished tire. 
There is virtually no change of pace 
and no slackening of interest during 
any part of the demonstration. 

One question frequently asked of 
demonstrators is why the tires are 
not made to actually fit small ve- 
hicles such as the currently popular 
gasoline-powered “go-karts.” The 
demonstrator explains these tires 
are miniature reproductions of a 
conventional passenger car tire. 
Tires for extremely small vehicles 
are squat and fat in appearance. 
They are designed to make up for 


the lack of spring suspension and 
the greatly exaggerated sidesway 
characteristic of these novelty ve- 
hicles. 

It would be just as impractical to 
take a giant road grader tire, re- 
produce it in miniature and then 
put it on a compact car. Tires are 
designed for specific types of ve- 
hicles. Reproducing these tires in 
miniature will not alter their basic 
characteristics. 


> Although it is difficult to pinpoint 
the exact costs of this project be- 
cause of the many variables in- 
volved, Dayton officials feel the pro- 
gram is paying huge dividends in 
promoting understanding and good- 
will alone. In addition, there are 
savings in time and money realized 
from training new salesmen in their 
own territory instead of bringing 
groups to the factory. Because of 
this program a great many salespeo- 
ple throughout various customer 
and dealer organizations will get to 
learn how tires are actually made. 

Ordinarily, one would hardly ex- 
pect a demand for tires designed to 
fit non-existent rims. Yet field dem- 
onstrators report the miniature 
tires are in great demand. After all, 
a real tire on your desktop is quite 
a conversation piece .. . and even 
more so if it is a miniature. 44 


Advertising Applications 
Shown For Big Coloramas 


The use of “Big Color” pictures 
in advertising and sales promotion 
situations is beautifully illustrated 
in a 10x13” booklet from Eastman 
Kodak Co., Rochester 4, N.Y. 

Using one photograph as an ex- 
ample, the booklet shows how a 
large color photo can be used in a 
variety of spots such as stores, ex- 
hibits, meeting rooms, etc. 

Other photographs show more ap- 
plications such as building travel 
sales appeal, showing machinery, 
product lines, etc. 

The photographs shown in the 
booklet were developed through the 
negative-positive Ektacolor system. 
From these negatives, color en- 
largements of great size can be 
made either on paper or on trans- 
parency material. The first demon- 
stration of Kodak’s “Big Color” pic- 
tures was the Colorama in New 
York’s Grand Central Station, says 
the company. 

Copies of the Big Color booklet 
are available. 

+ + for more details circle 701, page 117 





Capex Folder Describes 
Under ‘500’ Exhibits 


Lowcost, pre-fab exhibits for con- 
vention use are described in a new 
folder on the “Under 500” line from 
the Capex Co., Evanston, IIl. 

The line, according to the folder, 
contains nine different models 
which are priced from $485 to $498 
each. 

A variety of styles are available 
in the units including: 


© The Carousel ...a unit with a 
turntable with three shelves up to 
17” in diameter. 


@ The Colorama ...a unit with 
three back panel units for 8x10’ 
transparencies. 


e The Show-Off ...a unit with a 
giant shadow box to spot show 
products or photo blow-up. 


© The Fliplak ...a unit with six 
fiberboard sheets on binder rings; 
45 sq. ft. of mounting space. 


The folder also gives ordering in- 
formation on the “Under 500” line. 
+ for more details circle 702, page 117 


New Embossed Hardboard 
Features Wicker pattern 


An embossed hardboard with the 
appearance and texture of fine 
wicker work has been introduced 
by the Edward Hines Lumber Co. 

The company considers this new 
addition to its decorative patterned 
hardboard line a good possibility in 
the construction of displays, built- 
ins, furniture, etc. 

Wickerbord is embossed rather 
than machined. Its skin, although 
deeply textured, remains unbroken. 
This makes it durable and easy to 
paint without pre-step work of 
sanding or filling first. 

Complete information can be ob- 
tained from Edward Hines Lum- 
ber Co., 200 S. Michigan Av., Chi- 
cago 4. 44 


Bell System Exhibit 
Shows Products at Work 


To show its many products in a 
realistic setting, the American Tele- 
phone & Telegraph Co. set up a 
home and office exhibit in the lobby 
of its New York office building. 

Designed and furnished by B. 
Altman & Co., New York, the ex- 
hibit consists of three modern of- 
fice settings and a full-sized, six- 
room ranch home, 


When Is The Proper Time to Consult Your Exhibit Builder? 


Countless dollars have been 
wasted by many companies through 
incorrect and, often times, careless 
evaluation of their own situation 
before calling on their exhibit 
builder for consultation, advice and 
actual construction of an exhibit. 

We offer here a set of standards 
which have been developed by 
EP&DA member firms. 

When observed, they establish 
firm time-saving, and thereby more 
economical meeting grounds for 
builder and buyer. 

@ You must know your basic ob- 
jectives — who is your audience, 
what story do you want to tell them, 
how do you think it should be pre- 
sented? 

@ What does your management ex- 
pect in the way of results? They 
often have firm ideas of how this 
valuable booth space should be em- 
ployed. Know their thinking! 


Bell system products for the office 
rooms included Dataspeed, a new 
1,000-word-per-minute teletype- 
writer tape transmission system; 
Rapidial and a card dialer, 2 new 
automatic dialing devices to speed 
telephone calling and reduce dialing 
errors; all 4 series of Data-Phones, 
the connecting links which permit 
business equipment to talk back 
and forth over the regular tele- 
phone network; the Call Director, 
a multi-buttoned instrument for 
handling both inside and outside 
calls; and Speakerphone, which 
amplifies incoming voices and per- 
mits hands-free telephoning. 44 


OUTDOOR POOL 


@ Be prepared to review your pre- 
vious show activities. How were 
they handled and what results were 
achieved? 

@ Have a firm idea of your budget 
for the show. An exhibit can be de- 
signed to fit most any budget, large 
or small. Without this dollar data, 
designs can wander far afield. 

@ To gain continuity, discuss with 
your exhibit builder other facets of 
your advertising program. The 
more comprehensive a picture you 
present him, the better job he will 
be able to do for you. 

Be fair to yourself and your 
builder, save valuable time for 
yourself and your executives, and 
save on your budget dollars. Don’t 
consult your builder until you are 
fully prepared to present 
problem. 

— Prepared especially for A&SP by 
the Exhibit Producers & Designers 
Association. 


your 


Expanded Metal Catalog 
Shows Design Variety 


A new catalog, showing 38 dec- 
orative designs available in ex- 
panded metal for exhibit and dis- 
play use, has been released by the 
Designers Metal Div., Southern 
Electric Inc., Chicago. 

The designs are shown in actual 
size and copy gives specifications as 
to weight, dimensions, materials, 
etc. 

The catalog also includes a trade 
glossary and a list of metals and 
finishes available. 

+ for more details circle 703, page 117 


for summer occasions 


TENNIS e¢ SUMMER THEATRE 


5 famous restaurants 
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CHARTERHOUSE and.. 
THE POLYNESIAN VILLAGE 


Lavish Floor Shows and 
Dancing Nightly 


rlatinyve... 


is the word for the Catering availed to you 


at the North Shore’s smartest address. 


Banquets e Meetings ¢ Conventions e Lunch- 
eons...no matter, the service is faultless, 
the food superb, and the rooms spacious and 
air conditioned. Ample in-hotel parking. 
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Everybody Wants On . . 


. Here in Coffeyville, Kansas, Page’s hometown, the traveling 


a 
we 


carousel is always popular, but everybody gets at least one ride. 


It Pays to Keep the Kids Happy 


You can build goodwill by be- 
ing nice to people and es- 
pecially to people’s children. 


By Joseph B. Mickey 


The Page Milk Co., Coffeyville, 
Kan. and Merrill, Wis., has a sure 
fire attraction to promote its prod- 
ucts. 

Known as the “Page Funland,” it 
is a self-contained merry-go-round 
and whip ride operated to the 
strains of carnival music. The un- 
usual attraction is mounted on a 
house trailer chassis. The ticket box, 
music center and operators station 
is located over the near center 
tandem four wheels. 

At the “hitch” end of the trailer, 
the quiet running gasoline power 
plant is located. The unit is pulled 
by a truck-tractor unit. The self- 
contained unit is equipped with a 
110-volt generator. This has proven 
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more than satisfactory in the Page 
trading area of southeast Kansas 
and northeast Oklahoma. 


> Some idea of its acceptance may 
be gained by the fact that demand 
is so great that it is looked three 
months in advance. In October, the 
Page Funland was booked solid 
until Christmas. Page overhauls the 
Funland during January and Feb- 
ruary. 

It seems that every community, 
merchant, organization, centennial 
and church group wants the Fun- 
land. The fact that it costs nothing 
is, of course, inviting. Page makes 
no hard and fast rules that Page’s 
products must be sold. It simply 
says it would appreciate it. 


> To make the most of the Fun- 
land, Page provides the merchant 
or interested parties with ad copy, 
mats and tickets. A hostess within 
the store (if it is a store) and at 
least one operator-ticket taker out- 
side. 

At grand openings, change of 
ownership, store anniversaries, etc., 
Page asks the grocer to prominent- 


ly display Page products. Page asks 
no payment of any kind, wants it 
known that all are welcome. Even 
liability insurance is carried by 
Page . . . just in case. 

Contrary to general practice, the 
Page Funland has the acceptance of 
most of the town and city govern- 
ments as a non-taxable carnival, 
and is often parked on busy streets. 


> The Funland is the ultimate in 
public relations, simply because it 
provides rides of long duration to 
those potential customers (actual 
users) whose lives would never 
know the merry-go-round because 
of family income. Page believes 
their rides are simple pleasures 
which should be available to any 
child. After many months of op- 
eration, Page knows that it is right 
even though it competes with na- 
tionally known dairy companies. 

Page has records to prove that on 
a busy day almost 1,000 children 
have ridden the Funland. That’s a 
lot of potential customers. 

Any advertiser knows that Chil- 
dren have LONG memories. 

Page sales have proved it. 44 





MATCH BOOKS 


Advertisers Buying Guide 


A|BIG 


The humble paper match book, often ignored by sophisticated admen, 
is almost a powerful medium by itself, and should never be snubbed. 


By Bette Macon 
A&SP Associate Editor 


One of the most misunderstood 
sales promotion devices is that 
match book you may be holding in 
your hand at this moment. 

Undercut by a “gimmick” repu- 
tation, the match book is conceded 
an ability to engender a little good- 
will influence on the user, but along 
with this, a reporter making a depth 
probe into this field senses a snob- 
bish feeling that the match book is 
not really a form of advertising .. . 
but more a novelty, with the word 
novelty in this reference having a 
‘“newish” and unproved connotation. 

Yet every day, the advertising 
match book sells and sells well. In 
direct sales, it has proved it can sell 
everything from insurance to cor- 
respondence courses with no more 
push than a coupon on the inside 
which the buyer mails in to the 
advertiser. 

Indirectly, it is capable of reach- 
ing and influencing a select group 
of prospects in specialized materials, 
introducing new product models, 
backing up national media adver- 
tising, at the dealer level, boosting 
store traffic, plus a host of other 
promotion tasks. 

Best of all, the user is usually 
comfortably aware of its effective- 
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First Advertising Match Book . . . Introduced in 
1889, this first book was created by the Mendel- 
son Opera Company to sell seats to its New York 
opening. Manager of the troupe bought the books 
from Diamond; had troupe members handletter 
and paste pictures of the leading lady and come- 
dian on them. Only existing book today of this 
“first” is owned by Diamond; insured for $25,000. 





* 1 
Match Book Mailers . . . Foil-lined con- 
tainers from Lion Match Co. are for (left 
to right) the ‘’Poster,’’ ‘‘Giant’’ and two 
different styles for standard book 


matches. All meet Post Office rules. 


ness through survey proof. Why, 
then, it continues to be surrounded 
by an atmosphere of suspicion by 
non-users is a mystery unless one 
considers its somewhat carnival- 
type beginning which may somehow 
have hung on. 


> The first advertising match book 
was developed by a traveling show 
troupe, the Mendelson Opera Com- 
pany, in 1895. Preparing for a New 
York City performance, the troupe 
needed something to bring in a 
“good house” when it ran across a 
new novelty put out by Diamond 
Match Co. 

The novelty was the match book 
which Diamond was marketing, after 
having bought the patent from 
Joshua Pusey, a Philadelphia law- 
yer who liked to invent strange 
gadgets. The match book, with its 
“flexible” matches which could be 
torn out of the book, was the first 
departure from the regular wooden 
kind. While the pack was compact, 
the matches seemed flimsy, and the 
whole container had a distressing 
way of going up in smoke when the 
user lit one match. Diamond had 
improved the book by putting the 
striking surface on the outside, but 
had not yet thought of its adver- 
tising potential. 

The Mendelson Troupe hand-let- 
tered show announcements on the 
books and pasted on tiny pictures 
of the leading performers, before 
handing them out around town. 
While not much of an artistic suc- 
cess, these first advertising match 
books were considered a commer- 
cial success. 


> This interested Henry C. Traute, 
a Diamond Match salesman who had 
a sample Pabst beer ad made up 
on one of the books and took it to 
Milwaukee. He left with an order 
for 10 million. His next stop was at 
a nameless tobacco company where 
he was thrown out almost immedi- 


32 * A&SP * July 1961 


ately. He then went to the com- 
pany’s rival, the Duke Tobacco in- 
terests, and came away with an or- 
der for 30 million advertising match 
books. 

From there he went to see Wil- 
liam Wrigley, the chewing gum king 
in Chicago. Mr. Wrigley was em- 
phatically negative about the idea 
until Mr. Traute — obviously one 
of the super salesmen of all times — 
threatened to give away Wrigley’s 
gum to advertise Diamond’s matches. 
Mr. Traute left with an order for 1 
billion match books advertising 
Wrigley’s gum. 

This might all sound like the 
success story of all success stories 
for a sales promotion item but the 
advertising match book was labor- 
ing under three decided disadvan- 
tages: 


1. When first given orders for 
1,000,000,000 match books, Diamond 
had an experienced matchmaking 
assembly line that consisted of six 
girls. 


2. Matches were still in the experi- 
mental stage . . . far from the safe 
product we now know. 


3. The ultimate consumer, to whom 
the match books were given as 
goodwill items from the advertiser, 
did not know how to use them and 
frequently had accidents. 


>» Match books started coming back 
to the Diamond factory as rejects. 
The results can still be seen today. 


e The slogan “Close Cover Before 
Striking” was imprinted on the 
books in an attempt to teach the 
consumers to use them safely. 


@ The Metropolitan Tobacco Co. 
bought the rejects at a price low 
enough to permit dealers to give 
them away with the sale of tobacco 
products. Today, this practise is still 
in effect in this country (and no- 
where else), because of that early 
demonstration that matches, which 


Coming Next Month! 


bore the advertisement of one con- 
cern, could be sold to another at 
a low price for distribution to cus- 
tomers. So firmly entrenched is this 
giveaway practise in the sale of 
tobacco products that during World 
War II, OPA ruled that to eliminate 
the free matches amounted to rais- 
ing the price of cigarets. 

From this start, the advertising 
match book was firmly launched 
upon the commercial scene by 1900, 
but it didn’t go much of anywhere 
for a long time. Often garishly and 
badly printed, most of them carried 
such stimulating copy messages as: 
“Eat At Joe’s Place.” The biggest 
value, in most advertisers’ eyes, was 
the extremely low cost per sales 
impression on the user. It sold for 
a fraction of a cent and the user 
saw the message each time he lit a 
match. 


> The majority of match books at 
this time held 20 lights giving 20 
impressions for the fraction of a 
cent cost. However, the majority of 
advertisers were still retailers who 
handed them out to customers. 

All of these factors — bad print- 
ing, small retailer acceptance, lim- 
ited promotion applications — held 
the match book in a stagnant spot 
in the advertising world until about 
10 or 15 years ago. 

Then, with the rise of sales pro- 
motion and its search for new and 
different devices, plus the fast 
growth of fine color printing and 
packaging after World War II, the 
match book started a fast climb to 
its present position. 


> Today, the advertising match book 
is a tested sales promotion device, 
highly versatile in its applications 
and exciting in its results. While it 
is generally included in the spe- 
cialty field, it is, in reality, a re- 
spected medium of its own and not 
an oddball to be tried with leftover 
ad or promotion budget pennies. 
Its list of users reads like a 


ADDRESSING SYSTEMS 


And in the months to come: 


APPOINTMENT CALENDARS 
FLUORESCENT MATERIALS 
Postace STAMPS 


PRESSURE-SENSITIVE 
MATERIALS 


TRAINED ANIMALS 


CaTALoc BINDERS 
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Diamond Matches give your message a commanding position 
for the lowest cost per reader of any form of advertising! 


A Diamond Match Book gives you many low-cost 
advertising advantages that no other medium can 
duplicate — it gets close to the prospect and stays 
with him . .. gets read inside-out twenty to thirty 
times without the distraction of other ads. For a 
fraction of a moderate advertising budget you can 


give your product tremendous exposure either 
nationally or locally by including it in a 50 book 
“mixed caddy’’. Or use any or all of the matchbook 
programs below as a primary promotion or strong 
reinforcement for national advertising. All are 
15% commissionable to agencies. 


DIRECT MAIL 


PRODUCT REPLICA 


PUae Uy 


) FOR SALESMEN 


NEW POCKETBOX 


Surveys prove that a pack- 
age of book matches always 
reaches the prospect... 
arouses the interest that 
means high readership. 


A miniature replica of your 
product registers more im- 
pressively and effectively 
than any type of ‘‘flat’’ 
one-dimension advertising. 


Saeed 33! Keeps your name and your Restaurants, hotels, clubs 
salesman’s name on the and motels can get an ele- 


prospect’s desk... gives ae gant impression for their 
him a constant reminder at establishments with these 
of that valuable sales call. | | beautiful wooden matches, 


DIAMOND NATIONAL CORPORATION 


DIAMOND MATCH DIVISION « NEW YORK 17,N. Y. 
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“Who’s Who in American Business,” 
all of whom like the kind of recep- 
tivity toward this kind of advertis- 
ing revealed by surveys conducted 
by the Hooper-Holmes Bureau and 
the match industry itself. 


@ 72.6% of adults habitually carry 
match books; 


e 97% of women smokers carry 
match books; 


© 96% of men smokers carry match 


books; 


e Among non-smokers, 32% ha- 
bitually carry them and 21% carry 
them occasionally; 


@ Match books are in view in 57% 
of American living rooms. 


While these figures thoroughly 
establish the use of match books by 
consumers, they are mild compared 
to the results of another Hooper- 
Holmes survey showing reader-re- 
tention of match book advertising. 
This survey, conducted without any 
advance build-up or leading ques- 
tions, revealed. 


e 40.4% of the men questioned 
could recall the advertiser’s name 
on the match books they had on 
their persons at the moment; 


e@ 45.2% of the women could do the 
same; 


e 69.5% of people receiving matches 
through the mails knew the name 
and product of the advertiser eight 
weeks after the mailing. 


No wonder, after a look at these 
figures, that the match industry 
recently reported an annual output 
of 14 billion books . . . an average 
of five lights per day per capita. 


> There are two ways of buying 
match book advertising: 


1. Resale Match books 
2. Reproduction Match books 
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Diamond Packaging 
. . . Photo from 
Diamond National 
Corp. shows the in- 
genious match book 
packaging possibili- 
ties open to adver- 
tisers. Many of the 
packages are copies 
of the advertiser’s 
package. All make 
the match book a gift 
that’s remembered. 


Resale match books are the out- 
growth of the first plan devised by 
Henry Traute to save the rejection 
of his first volume sales. Here, the 
advertiser does not buy the match 
books, but only the advertising space. 
The match manufacturer then sells 
the imprinted books to mass-circu- 
lation outlets at reduced costs. The 
outlets — supermarkets, tobacco 
wholesalers, vending machines, etc. 
— pass on the reduced costs to the 
consumer either by giving away a 
book with a tobacco product sale or 
by selling them in 50-book caddies 
for home use. A fairly recent inno- 
vation is the four-ad plan for these 
50-book caddies in which four ad- 
vertisers share the cost of each box. 

While this plan is more applicable 
for national advertisers, special ar- 
rangements can be made to limit 
circulation to specified areas. Deal- 
ers in these distribution areas fre- 
quently report surprising numbers 
of new customers coming into the 
store because of the advertising 
matches. 

Design and size are somewhat 
limited in the re-sale match book 
but the copy and sales device pos- 
sibilities are good. Couponing, for 
instance, is on the upswing. This is 
when the sales order blank or the 
request for more information is 
printed on the inside of the match 
book. Copy, while generally keyed 
to the same “flash” sell one sees on 
outdoor posters, can provide a va- 
riety of useful information. 

Some of the information seen 
on these small, 20-match books in- 
cludes: 


® product listings 

e brand lines 

e branch stores in the area of dis- 
tribution 

® sales offices 

® service territories 

® product uses 

® specification chart and construc- 


tion details 
@ discount or commission offers 


The price of re-sale match books 
is very low. One manufacturer states 
that “this type of advertising ranges 
from approximately 1/10¢ per match 
book — in a quantity of 2,000,000 
match books — down to one-third 
of that cost when the volume reaches 
250 million.” Prices are never ab- 
solute, of course, but these figures 
give an indication of the low cost 
involved in this type of advertis- 
ing. 


> With reproduction match books, 
the advertiser buys the book out- 
right and determines his own meth- 
od of distribution. Design, color, 
size, printing and packaging possi- 
bilities for these match books are 
practically unlimited. 

Here, the advertiser has the ad- 
vantage of reaching potential pros- 
pects without waste circulation. He 
also has many service features of- 
fered by match manufacturers for 
such match-ad sales promotion pro- 
grams. Special cover designs, pro- 
motion packages, distribution ideas, 
plus full production facilities, are 
services offered along with the re- 
production match book plan. Along 
with this, many match manufac- 
turers regularly conduct surveys to 
test the effectiveness of a particular 
program. 


> Three case histories, reported by 
Diamond National Corp., show not 
only what can be done with the 
reproduction match book in a direct 
mail campaign, but the tested re- 
sults of it. 


Oliver Tractor . . . The problem 
here was to introduce a new tractor 
model, “OC9” to a selective list of 
5,000 potential buyers. A package 
was made up which showed a pic- 
ture of the tractor on all four sides, 
with each side showing a different 
use of the new model. Five mail- 
ings were made with ten books in 
each package showing the tractor 


Reply Card Feature . . Super-Poster 
book match from Lion Match Co. is 
specially designed with built-in reply 
card. Produced for Sharon Steel Corp. 





Sell! Sell! 


From all indications things are 


really going to sizzle during the 
sixties. 


Keener competition will demand a 
re-evaluation of selling methods 
and organizations. 


The scramble for new markets 
means that the successful will have 
to be alert, aggressive—and above 
all—promotion minded! 


This is where we enter the picture. 


To help you in your selling efforts, 
take advantage of the new ideas in 
match book advertising Universal 


To stay alive in the sixties you’ve got to 


Sell! 


offers you today. They’re not just 
pretty pictures with little or no 
recall value—Universal Match 
Books are a powerful, proved 
advertising media—the quickest, 
most economical way to reach and 
sell prospects. 


Universal Match Books give any 
advertising or sales promotion pro- 
gram a great big assist because of 
the constant exposure they give 
your name and message. 


Universal Match offices are in all 
principal cities...look us up in 
the yellow pages of your tele- 
phone book. 


eee 


UNIVERSAL MATCH CORPORATION 
ST. LOUIS 35, MISSOURI 
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Selected List of Suppliers 
Each of the following companies indicated, in correspondence with A&SP 
editors, that it was interested in and engaged in the production and/or distribution 
of matchbooks in the advertising and sales promotion field. Most of them have 


local sales offices or representatives. 


American Match Co., 4822 S. Trumbull, 
Chicago. . .Resale advertising matches 
in large volume only. 


Chicago Match Co., 510 North Av., Lib- 
ertyville, Il. 


Atlantic Playing Card Co., 45 W. 25th 
St. New York. 


tainers for wooden safety matches. 


custom-made con- 


Click Bookmatch of Baltimore, 400 W. 
West St., Baltimore 30. 
that open on the top. 


- match books 


Columbia Match Co., Box 95, S. Euclid 
Branch 21, Cleveland. 


Continental Match Co., 11-49 44th Rd., 
Long Island City, N.Y. . .importers of 
custom-made containers for wooden 
matches and other 
match books. 


special desic 


Critique, division of Walter G. Stahl 
Enterprises, 606 N Ist Av., Maywood, 
Ill. . .patented die-cut designs, some 
promotional and replica packaging. 


Diamond Match Div., Diamond Natl. 
Corp., 122 E. 42nd St., N. Y. 17. . .pro- 


and with additional sell on the 
match books. 

Diamond made a survey on this 
program, and from a 31% return, 
tabulated the following facts: 
© 945% liked this as means of in- 
troducing a new product. 
© 84.4% actually identified the mod- 
el as being the “OC9”. 
© 30.5% indicated they planned fu- 
ture action. 


Signode Steel Strapping Co....A 
select audience campaign to influ- 
ence 500 prospective buyers, this 
direct mail campaign consisted of 
eight personalized book matches 
packaged in a special sleeve with a 
die-cut top to allow the name to 
show through. The 30-match books, 
on glossy Kromekote, were not im- 
printed except for the gold signa- 
ture, but each sleeve in the mailing 
carried Signode advertising with a 
different message each time. 

After three mailings, Diamond 
tested the campaign with a survey 
form to 100 on the list. It asked the 
following questions: 


1. Have you been receiving in the 
mail personalized book matches 
from a manufacturer of packaging 
and baling materials? 
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motion and replica packaging, mail 
programs, etc. 


Lion Match Co., 11-49 44th Rd, Long 
Island City 1, N.Y. . .patented de- 
signs, promotion and replica packag- 
ing, mail programs, etc. 


Maryland Match Co.. 1100 S. Eutaw 
St.. Baltimore 30. . .promotion packag- 
ing, mailing programs, etc. 


Match Corp. of America, 3433 W. 48th 
Pl., Chicago 32. 
packaging. 


. slimited promotion 


Regal Match Co. 400 W. West St., 
Baltimore 30. . .promotion packaging, 
mailing programs, etc. 


Superior Match Co., 7530 S. Green- 
wood, Chicago. . .promotion and limited 
replica packaging. 


Takahashi, 323 Pacific, San Francisco 
1l. . .imported wooden matches, dec- 
orative boxes. 


Universal Match Corp., 400 Paul Av.. 
St. Louis 35. . 
packaging. 


-promotion and replica 


2. Can you identify the manufac- 
turer? 


The survey brought in a 43% 
return and showed that: 
© 93% remembered getting the 
matches. 

© 84% identified Signode as the 
manufacturer. 


Another type of response check 
was also reported by Diamond in 
the case history of Amperex Elec- 
tronic Corp. A book match direct 
mail program was developed to 
reach 1,300 key electrical engineers 
to announce the opening of a new 
plant in another community as well 
as to promote the new products to 
be produced there. Six mailings were 
developed with personalized match 
books. A different message was used 
on each package, along with the 
insertion of technical product bul- 
letins. 


The test method was a return 
inquiry card inserted in the first 
mailing soliciting requests for bro- 
chures, sales calls, or other detailed 


data. Returns amounted to over 
41%. 


> While these case histories showed 
the value of advertising match books 


in influencing industrial buyers, 
Lion Match Co. reported on sev- 
eral campaigns showing the match 
book working in other situations. 

Arden Farms Company, Portland, 
Ore., and other West Coast cities 
... The client wanted to build iden- 
tification and sales for its “Twin- 
Pak,” half-gallon milk containers. 

Lion designed a replica of the 
Arden container holding eight books 
of matches. The matches were dis- 
tributed by routemen, and mothers 
continued to ask for this package 
since the children liked to use it as 
a toy after the matches were re- 
moved. In the areas where the 
matches were distributed, Arden 
noted the “Twin-Pak” established 
a strong foothold, along with a gen- 
eral sales increase for all Arden 
products. 


Monsanto Chemical Co., Texas 
Division . . . The client needed to 
gain employe cooperation in a safe- 
ty campaign. Lion designed a match 
book featuring the slogan “Safety 
is Your Business,” and printed it 
above the normal spot for the 
book’s striking surface, or “friction 
bar.” This friction bar itself was 
placed on the back cover — as an 
added safety precaution — and the 
match sticks were imprinted with 
key safety words, such as caution, 
commonsense, etc. 

The effectiveness of this cam- 
paign was measured by the safety 
engineering department of Mon- 
santo in employe injuries and time- 
loss rates. The marked lowering of 
both showed the campaign had 
worked. 


> Another campaign, using a com- 
bination of two Lion design patents, 
again shows the ad match’s effec- 
tiveness in selling a limited audi- 
ence. 


Sharon Steel Corp., Farrell, Pa. 
. . . Wanting to promote sales of its 


Model Package . . . Custom-made con- 
tainer for Arden Farms is shaped to look 
like model of milk carton called ‘’Twin- 
Pak.”’ Produced by Lion Match Co. 
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orthwest pedigreed papers 


ALWAYS MAKE GOOD PRINTING BETTER 





NORTHWEST PEDIGREED PAPERS 


PRINTING 
WRITING 


AND 


PAPERS 


Carlton Bond 
Carlton Duplicator 
Carlton Ledger 
Carlton Mimeograph 
Carlton Offset 
Map Bond 
M Book 
Mountie E. F. Label 
M E. F. Litho Label 
Eggshell Book 
Offset: 
Regular 
Antique W< 
Embossed 
Mountie Text 
Non-Fading Poster 
Norfax Print Paper 
orth Star Offset 
Star Writing 
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orthwest Paper Company 


MILLS AT CLOQUET AND BRAINERD, MINNESOTA 


SALES OFFICES 


Chicago 6, 20 North Wacker Drive . St. Louis 3, Shell Building 


Minneapolis 2, Foshay Tower New York 17, 420 Lexington Avenue 


ed WONDERWHITE TEXT 





steel roofing products, Sharon tried 
Lion’s “Super Poster’ match book 
in a mailing to roofers, contractors, 
and allied equipment manufactur- 
ers. These books are approximately 
4x6” in size with specially printed, 
full-size business reply cards built 
in as part of the integral design. An 
additional feature was the use of 
another Lion feature, imprinted 
match sticks listing Sharon prod- 
ucts. Directions for measuring and 
figuring roof pitches were printed 
on the inside front cover giving the 
books a special value to the people 
on this mailing list. 

The reply cards gave Sharon an 
accurate measure of the campaign’s 
results through the return of the 
cards. While Sharon did not give 
exact reports, it indicated satisfac- 
tion with card returns and number 
of new accounts opened. 


>» These case histories indicate two 
rising trends in the advertising 
match book field. 


1. The growth of its use in direct 
mail campaigns 
2. The popularity of the promo- 
tional package 


While both contribute to the 
recent rise of the match book itself 
in sales promotion, each has its 
own special advantage. 

The direct mail use, for instance, 
has a unique advantage that cannot 
always be claimed by other direct 
mail pieces. It never gets dumped 
in the waste basket a few seconds 
after it comes out of its envelope. 
Smokers are haunted by the thought 
of not having a light, and it hap- 
pens to everyone just often enough 
that even non-smokers tend to keep 
matches rather than _ discarding 
them. 

A survey by the Match Industry 
Information Bureau pointed out the 
lack of waste in matches with the 
following facts: “Out of a maximum 
180,000 matches in 9,000 discarded 
match books checked, only 11 in- 
dividual matches were found to be 
unused.” 


» And the match book can contain 
a great deal of sales and informa- 
tional copy! With sizes of individual 
match books ranging from 10 to 
240-stick sizes, the advertiser is not 
limited as to sales message, and that 
message is seen each time the book 
is used. The sales appeal can be 
both conscious and subliminal. 


> The mailing of match books is 
comparatively simple. All that is re- 
quired is a_ post-office approved, 
foil-lined mailer. Almost any sup- 
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CLICKBOOKS .... 
TOTALLY different 


Clickbook Advertising Matches, frankly, are only for those who seek 
the finest. In return, your advertising stands out head and shoulders 
above all others . 
gance... 


. + creating instantly an image of prestige .. . ele- 
and distinction, as nothing else can. 

The only matchbook that opens at the top ... snaps closed with 
a pleasant, firm “click”. Match-sticks of wood — not paper — light 
easier, look better, feel better. No finer advertising medium for any 
company with quality as its standard. 


Let us design a Clickbook for you — no charge or 
obligation, of course. Send your present matchbook, 
or a sample of current advertising to — 


CLICKBOOK MATCH OF BALTIMORE 


400 W. WEST ST. BALTIMORE 30, MARYLAND 
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Holds one caddy 


Comes in four colors 
Molded in gleaming plastic 


MATCHBOOK DISPENSERS 
PERSONALIZED FOR YOU 


Your own sig or slogan printed on 
header or front facing. Designed for 
reception desks, counters, waiting 
room, order departments. Quotations 
on request. 

STOCK DESIGN 
Dispensers in stock printed "For our 
Matchless Friends, Have a Light" 
Special introductory offer 

Limit 25 


$ 00 per order 
Hutcheson Displays, Inc. 


Your Most Valued Possession, 


RLY aU 


let A-B EMBLEM CORP 
Create a Swiss Embroidered 


Emblem FOR YOU! 
SWISS Embroidered Emblems with your 


a 


| *BrandName + FirmName « Trade Mark 
* Motto * Slogan * Selling Sentence 
HAVE HUNDREDS OF SALES PROMOTION USES! 
| FREE DESIGN SKETCHES IN FULL COLOR. Send 
© clippings, photostats or photos etc. Also specify 


 guentity of emblems you will need, FREE 68- 
| PAGE CATALOG ON REQUEST. 


A-B EMBLEM (4p 


Fourth Generation in The Finest Swiss Embrondered Embiems 
519 30th St., Union City, N.J. 
Use handy coupon 

519 30th St. 
A-B EMBLEM CORP. °° Pegg 
Please send me your catalog. 


. AS-7 
Firm Name 8 
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Printed Packaging From Lion . 


. . Photo emphasizes the applications different types of 


businesses can use in match book packaging. These, from Lion Match Co., were de- 
signed for freight hauling companies, laundries, banks, motels, etc. 


plier can furnish this, as well as 
handling the whole mailing program 
if the client so desires. 

The promotional package has the 
value of prestige when used for a 
match book campaign. A_ special 
container — even the cellophane 
wrap, which is the least expensive 
— makes a gift out of a few match 
books. Wrapped with or without 
trays, the transparent cellophane 
takes advantage of the printing on 
the matches to create an effect and 
convey a message. 

Going on from there, the adver- 
tiser using match book packaging 
can use printed sleeve packs, one- 
piece boxes, contour packs, etc., on 
up to the special model or replica 
packages which can be made to look 
exactly like the customer’s own 
package or, in some cases, product. 
Of course, the more complicated 
the package, the harder it is to mail, 
until in some cases promotional 
packaging can do away with the 
possibility of using the matches in a 
direct mail campaign. But there are 
still many distribution avenues open 
such as dealer handouts, salesmen’s 
calling cards, convention and ex- 
hibit use, etc. 


> No matter how the advertiser 
uses the reproduction match book, 
he'll find many advantages and no 
complaints unless he’s a stickler for 
trying to match prices of one sup- 
plier against another. Not that there 
is any attempt made to hoodwink 
the public but just that no one sup- 
plier seems to speak another sup- 
plier’s language. 

Querying satisfied users of the 
advertising reproduction match book 


on the price structures involved 
when using them for special cam- 
paigns involving packaging, etc., 
A&SP editors heard the following: 

“Buying advertising match books 
is a real adventure, believe me. 
Each supplier has his own termi- 
nology. One calls the matchsticks, 
‘splints.’ Another, ‘sticks,’ and still 
another, ‘stems.’ But that’s just a 
starter. Four-color is hardly ever 
called just that, but usually by the 
company’s special name for such a 
process ... nor will they admit that 
their process is four-color under 
another name even though you sit 
there in front of them and count 
out the colors!” 

Another user said: “Listen, I'd 
have to give the same order to all 
the suppliers at the same time to 
find out which gave me the best 
money deal. By the time I get 
through such details as ‘inside 
printing charges’, which varies in 
concept; type of board used for 
cover; type of package; mailing 
container; number of matches; col- 
ors on matches and heads plus basic 
quantity prices, I’m confused. And 
I consider myself a pretty shrewd 
buyer. Actually, I think they’re all 
pretty much the same on costs. The 
buyer should choose from the print- 
ing, design, special patents, and 
promotional services offered by 
these suppliers.” 

One manufacturer quoted prices 
on the reproduction match book as 
“between a fraction of a cent and 
2¢” with special promotional pack- 
ages ranging in price from “between 
10¢ and $1.” 


> To give an idea of what final costs 





might be when using the reproduc- 
tion match book in a direct mail 
campaign, we report one case his- 
tory as told by a user. 

The campaign consisted of 30- 
stick match books, printed in four- 
color on glossy Kromekote cover 
stock. The package was a die-cut the people in advertising agencies who buy the 
sleeve-pack holding eight books. products and services that go into national 
Total quantity bought was 62,500. advertising and sales promotion campaigns. If 
Actual price per match book broke you sell advertising services, equipment or 
down to 3.7¢. after all the extras ines oe shinee eanmibetinn 
were totted up. The package used i} a ee ‘ 
is somewhere in the middle of the es | p {| 
price bracket. A cellophane pack Advertising & Sa es romo lOfl.--- 
would have brought costs down; a -. 
special model or replica package ; 
would have brought them up. 

The quantity of choices open to 
the buyer makes for part of the 
price confusion but it should be 
balanced with the thought that this 
variety of choice also makes for 
versatility in sales promotion use. 
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> The advertising match book is 
good for a hand-tailored approach to 
a sales promotion situation. And, if 
surveys mean anything at all, it pays 
for itself in results. 44 


Coupon-On-The-Bag Idea 
Enters Premium Field 


A new premium idea called 
“Coupon-On-The-Bag” has_ been 
introduced by the First Mercury 
Corp. 

With this plan, the supermarket 
brown paper sack comes to the con- 
sumer colorfully imprinted with 
premium offers, special discounts, 
in-store promotions, etc., which 
can be used at the next shopping 
session. 

Flexibility of the plan enables any 


single run of 100,000 paper sacks to | Why LION offers you 53 different kinds 


accommodate up to 20 participants. 


j 1 
The first issue of Coupon-On-The- of bookmatches — instead of only 6! 
. : 000 OL ST ATT | TTS ST! ell 
Bag, 7 printing of 100, 3 featured Let's face facts . .. You have lots of selling solvers’ as all other manufacturers com- 
nine advertisers and was distributed problems. That’s why Lion offers you twice —_ bined! Each is designed to solve a specific 
at the checkout counters of Packer’s as many different bookmatch “‘problem- sales ‘‘headache.” Here are a few examples: 


oe ee 


LION MATCH CO.,INC., 11-49 44th Road, L.I. City, N.Y. 


Send requests to SAMPLE SERVICE DEPT. 
Check Boxes for FREE Samples Or phone your nearest LION office. Look in 
And Information — Mail Today! the “Yellow Pages” under Matches. 


! 1 
! 1 
1 1 
| 1 
! O a full-size CT Fhe nd a" —— strip | 
| reply and/or data card. attaches matches to anything. | 
| eae a agemeagee 0 on die ee — Colorful wood | 
cut to resemble your product. sticks in fla s. 
I ry PLASTIC REPLICAS. Miniature repro- DISPLAY POP-UPS. Inside cut-out | 
| ductions of your product. pops up when opened. | 
| O “SPOT” FRICTION SURFACE. Striking EEZ-L BACKS. Allows bookmatch to | 
i surface is part of design. stand upright. i 
| | 
| 1 
| | 
| 1 
| | 
| | 
| | 
. a 





FEATURE STICKS. Bookmatch sticks 0 CERINI SNAP-LID. Italian wax tapers 
cut to unusual shapes. in automatic snap-lid box. 


MODEL-PAKS. Bookmatch containers Oo MATCHLESS BOOKS. Puzzles, tissues, 
that look like your product. 


etc. packed in bookmatch form. 
Name ae Title 
Company 


a State 


Tremendous! How would it look on a 
book of matches? 
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Super Markets, a 22-store chain in 
Brooklyn. 

Additional information about the 
plan is available from the First 
Mercury Corp., 826 Seventh Av., 
New York 19. 44 


Ski Patch Premium . . . Jacques Goss- 
weiler, ad manager Ovaltine Food Prod- 
ucts, points to Ovaltine’s newest prem- 
ium idea. Ski patches are replicas of 
Swiss ski resorts, printed on durable 
plastic paper from Kimberly-Clark Corp. 


ANOTHER BIG MERCURY SPECIAL! 


Report From the Ladies... 


Cash Refund Coupons 
Are Too Much Bother 


By Evelyn Tescione 

Polls, surveys, IBM computers and 
all the other gimmicks used to de- 
termine the buying needs of the 
American public be hanged!! It 
takes more than those to fathom 
what goes on under Mrs. America’s 
tinted locks when she’s out spend- 
ing father’s hard-earned pay check! 
Put your spies behind the draperies 
when the weekly bridge club con- 


SMART, HANDY WHITE-FACED 6 FT POCKET TAPE MEASURE 


AS TRIM & NEAT AS CAN BE— 
NO BULGING POCKETS. 

A “NATURAL” for you and 
your distributors as an 
advertising “give-away” 
Special heavy lacquer 
coating is applied 

to protect the imprint 


NEVER 
SO COMPACT! 
ONLY 


5/16” Thick & 
11/2” Square 


Provision for a plated 3 D 
miniature on the other side 
(18 K gold or silver rudium) 


Comes in a smart 
jewelry gift box 
—just size up these 
AMAZING PRICES 


1000 & Over 

500 — 999 

250 — 499 

100 — 249 

Min. — 25— 99 
Prices include fancy boxing, 3 line im- 
print & choice of plated miniature. 


Price Ea. 


" All shipments are F. O. B., Plattsburgh, 
N. Y. Delivery — | week 
INDUSTRIAL CENTER 
hid ERCURY INDUSTRIES INDUSTRIAL cenrer 
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venes — there’s where you'll get 
some straight facts! 

Sue dumped the contents of her 
purse on the bridge table. (Well, 
how else can you find a little-bitsy 
pencil in milady’s satchel?) Out 
came all the things Art Linkletter 
knows so well, plus coupons, cou- 
pons and more coupons!! 

“Anybody want to make a dime?” 
Sue asked, glibly. “All you’ve got 
to do is spend four cents for a stamp, 
two cents for an envelope, five cents 
to your child for mailing it and the 
generous man will mail you back a 
big fat dime!” Delicate noses wrin- 
kled, then the storm broke! 

Twelve irate housewives were 
sharing their displeasure at the 
latest advertising gimmick—the cash 
refund coupon! 


> We gals love a bargain but don’t 
try our patience too far. If you want 
us to try your product, discount it 
right there on the shelf. We'll buy 
it and if it’s good, we'll buy it again. 
But none of this correspondence 
stuff! We’ve got enough to do with- 
out mailing back boxtops and cou- 
pons. Besides, it makes us feel 
rather cheap even if we do have a 
moment. And let me tell you, way 
back in the shadow of our memory, 
that little old product is going to be 
strictly taboo! Now you don’t want 
that to happen, do you? 

So keep your cash refund cou- 
pons and discount the price right on 
the shelf. Remember, for the thou- 
sands you may get back, there are 
tens of thousands that have been 
torn to bits by angry females. Why 
haven’t you heard about it? Well, 
for the same reason you haven't 
received the coupons, silly! It’s too 
much of a bother!! 44 





End of a Contest . 


. . Part of the crowd of Philadelphians who 
gathered in City Hall court for the final clue in the search to 


find out who had the missing ‘Il’. 
dreds showed up to help expose the thief. 


7" <= fryer ~ 


In spite of a drizzle, hun- 


A Contest that’s Fun 


Caught a City’s Ear 


WIP, Philadelphia, used a 
cute twist to get city-wide 


attention on a low budget. 


By Arnold Katinsky 
Promotion Director 
Station WIP, Philadelphia 


Management at WIP, Philadel- 
phia, is a firm believer in an adver- 
tising medium seldom used on an 
organized or planned basis—word 
of mouth. 

ln our brief history—Metropoli- 
tan Broadcasting Corp. took over 
management of this 39-year-old 
property in February, 1960—we’ve 
conducted several successful word- 
of-mouth campaigns. Perhaps the 
most typical is the one in which 
“we lost our ‘T’” 

This particular campaign brings 


out the techniques we found must 
be employed: 


1. Careful and thorough planning; 


2. Flexibility so that you may 
quickly take advantage of unfore- 
seen circumstances; 


3. Thoroughness. This last tech- 
nique involves the willingness to 
bring every promotional weapon in- 
to play. 


> Generally, WIP planned to “lose” 
the middle letter in the station’s 
call letters. We planned the pro- 
motion to break the morning after 
“Mischief Night” (when the kids 
of the community tend to soap win- 
dows, and generally harass their 
elders). The station would employ 
four media plus word-of-mouth to 
tell the public that a daring theft 
had taken place, that the letter had 
been stolen and the station offered 
a $500 reward for its return. To 


$500 REWARD 
W P/ RADIO 


HAS LOST ITS 
I 


Sometime lest night, some men women or child stole inte the 
W+ studies end removed our |. The qiprit leh « note which 
hee been turned over to suthorities tor handwriting analyses 





The note read: “I have your | end won't give I up until s WF 
latener osks me # | hove the Channel 6! | 


W loves its | i's been with us fer simest 37 yeors, We're 
#0 attached te it thet we're offering $500 for ite return. Se ask 


everyone you see. Ask, “De you have the Channel 61 I?" 
you find it, return it te WP and collect your $500 reward 


And be sure to listen to W-P for 
up-to-the-minute details on who 
might heve it. 


W P/ HANNEL 61 | 


WHERE fT PAYS TO USTEN | 


Full-page Ad . .. This ad, run in the 
“Daily News’’, was the first announce- 
ment in print of the contest. 
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Sanam ital eh 


CALENDAR 
Ee TD Oma Oe 


YOURS: Outstanding 
Letterhead Design Port- 
folio — created by the 
Advertising Design De- 
partment of world- 

=a famous Pratt Institute - 
on Parsons King Cotton 
Business Papers. Write 

on your business letterhead 
for Portfolio Number 552. 


BPorsons PAPER DIVISION 


MATIONAL VULCANIZED FIBRE CO. 
HOLYOKE, MASSACHUSETTS 


FOR QUALITY WORK ON 


now samples, estimate. 
SCREEN PROCESS PRINTING COMPANY 
P. O, BOX 948, WICHITA 1, KANSAS 


SEE KLEEN-STIK AD 
Page 5 


CIMMICK MAILINGS 


LIVE FLOWERS 


PLANTS « SEEDS + BULBS ie 


Oe Ee 


a Pes 
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help listeners collect the $500 re- 
ward, the station would air clues as 
to the thief’s identity. 

The most important decision WIP 
had to make with regard to this 
promotion was selecting the “thief.” 
Actually, the station gave a cer- 
tificate to a person who was in- 
structed to keep quiet about it. 

The person had to be absolutely 
trustworthy since he couldn’t tell 
even members of his immediate 
family that he had the “I” certifi- 
cate. Secondly, the person we chose 
had to be someone not readily iden- 
tified with the station — someone 
listeners weren’t likely to guess 
immediately. Still the “thief” had 
to be readily accessible to anyone 
who was looking for the “I”. We 
chose a city hall employe, the sec- 
retary to a municipal judge. As it 
turned out, the choice was a wise 
one. 


> Four days before the promotion 
broke, I had lunch with the girl, 
handed her the certificate and gave 
her instructions. She was told to go 
about her business normally, to 
keep silent about having the “I” 
and to give the certificate to the 
first person who asked her, “Do you 
have the WIP I?” I also told her to 
call me or the station manager (the 
only two people who knew her 
identity) with the name and ad- 
dress of the person who was first 
to ask her. 


> WIP is a modern radio station, 
and as such broadcasts a great 
many very expensive station iden- 
tification jingles. We’ve got a basic 
collection of 41 different ones. The 
production department had to edit 
the “i” out of every one of them. 
We prepared several discs of edited 
jingles to be used after the promo- 
tion began. 

We prepared an editorial news- 
paper ad poking fun at the whole 
idea. And just to be on the safe 
side, we prepared a straight ad to 
be run as a contest promotion ad- 
vertisement, after the editorial ad 
broke. 

To follow the whole thing up with 
our customers (agencies and adver- 
tisers) we made arrangements for 
the proofs of the editorial ad to be 
shot for reprints. Additionally, we 
had “W-P” eyepatches made for 
our salesmen to wear on calls. 


> WIP promotes itself in two addi- 
tional non-broadcast media: bus 
cards and outdoor. Both media 
agencies were notified to black out 
the “I” in every WIP bus card and 


billboard on the day before the 
promotion began. Finally, the “TI” 
was blacked out on the station’s 
street entrance sign and _ lobby 
signs. 

To insure the proper on-the-air 
treatment of this promotion a meet- 
ing of all disc jockeys and newsmen 
was held. The entire promotion was 
explained to them and they re- 
ceived detailed instructions. 

For the first day of the promotion 
all newscasts carried the story of 
the daring theft and disc jockeys 
played it up big. At least five times 
an hour personalities speculated on 
who might have the “I” and why it 
was taken. With each mention, lis- 
teners were told to stand by for 
clues. 

Every jingle, every newscast, 
every ad lib mention of call letters 
omitted the middle letter. The only 
exception to this was the official 
station identification required by 
law twice an hour. For each of 
these, personalities were supplied 
with a list of people and organiza- 
tions from which they might bor- 
row an “I” for station identification. 
An example: 


“We wish to thank the producers of the 
King and I for lending us the I you 
hear in the following station identifica- 
tion. This is WIP AM and FM, Phila- 
delphia.” 


Within three hours, the station 
was deluged by calls from mer- 
chants and individuals willing to 
lend us the “I”’ in their names. This 
is where flexibility came in. We 
immediately saw the good will to 
be gained by using these volun- 
teered “I”’’s in place of the ones we 
had previously planned. 


> We deliberately made the clues 
very general to begin with. Since 
listeners were advised to ask every- 
one they saw, “Do you have the 
WIP I?”, we didn’t want to elim- 
inate large groups of people at the 
outset. Clues often directed listen- 
ers to specific places. For example, 
“The person who has the I will take 
the subway downtown tomorrow.” 
It wasn’t until six days went by that 
we released the fact that the “thief” 
was a woman. Clues were broad- 
cast twice an hour. One each hour 
was the new clue for the day while 
the other was a repeat of one of the 
old clues. 

The second most important de- 
cision to be made with this cam- 
paign was when to end it. Our 
experience has been that it 
takes two or three days for interest 
to reach a peak, and interest will 





remain high for four or five days. 
After that the public seems to feel 
the prize will never be won. 

After nine days, we decided the 
saturation point had been reached. 
So, on the morning of the tenth day 
we announced that the person who 
had the “I” would be in the vicinity 
of City Hall courtyard at 12:30 p.m. 
We also advised listeners to bring 
a portable radio with them so that 
they might hear a very special clue 
at 12:30. 


> In spite of a light but constant 
rain, there were several hundred 
people milling about City Hall 
courtyard at the appointed hour. 
Passers-by were stopped every- 
where and asked the pre-arranged 
question. Promptly at 12:30 the 
“thief” left her office and walked 
about the general area. She hadn’t 
gone more than ten feet before she 
was stopped. (The special clue told 
listeners she’d be wearing a red 
raincoat.) 

All in all, this campaign was 
highly successful. Virtually every 
staff member, most of the agency 
people in town and many of the 
station’s local advertisers were 
approached — some were even 
hounded — by listeners asking if 
they had the “TIT”. 

Calls to the station indicated an 
exceptionally high interest in the 
promotion. Best of all, we received 
not one complaint from a disap- 
pointed loser. The consensus seemed 
to be that the campaign was just 
plain fun to follow. Win, lose or 
draw, the station I’m sure, gained 
listeners and above all, was talked 


about. 44 


Spring Promotion Color 
Aided by Straw Skimmers 


Straw skimmers, brightly deco- 
rated and imprinted, are now avail- 
able for spring and summer promo- 
tions from Campaign Products Co. 

Made of straw-like plastic, the 
hats are styled like the old-fashioned 
models and can be brightened with 
color inserts, and imprinted with 


company name or product. They 
are available in sizes labeled, small, 
medium and large. Prices start at 
25¢ each. 

Complete information is available 
from Campaign Products Co., 4665 
Hollywood Blvd., Hollywood, Cal. 

44 


Anaconda Introduces 
Disposable Ashtrays 


Lowcost aluminum ashtrays and 
companion coasters have been in- 
troduced by Anaconda Aluminum 
Co. 


Made of heavy-gage aluminum 
foil, the units are rigid and sturdy 


ee ete 


Giveaway Aluminum . 


imprinted, disposable giveaways. 


in appearance, with the character- | 


istic gleam of aluminum. They are 


available with an embossed imprint | 


in the center of the units and can 
be ordered in colored as well as 
natural aluminum. Each measures 
314” in size, sells for approximately 
lc each. 


Additional details can be obtained | 


from Anaconda Aluminum Co., P.O. 
Box 1654, Louisville 1, Ky. 44 


Color Sales Sheets Show 
Photographic Premiums 


A file folder of sales literature 
showing premiums in the Ansco 
photographic line has been released 
by the Ansco Div., General Aniline 
& Film Corp., Binghamton, N. Y. 

Entitled “Photographic Premiums 
for Everyone,” the folder contains 
sales leaflets showing Ansco camera 
outfits, 35mm cameras, slide and 
movie projectors, film and photo- 
graphic accessories, etc. 

- for more details circle 704, page 117 


. . Ashtrays and | 
coasters from Anaconda Aluminum at | 
low initial cost have been introduced as | 





BIG 13” 
(A)BALLOONS 


Your Choice of 


or your 


SPECIAL THEME 


GIANT 36” 
) BALLOONS 


Ts 


ee F : es: . 
Printed on both sides with 
your promotion theme 


POPULAR 
18” AIRSHIPS 


(aaa 
FREE? 3 


ASSURE THE SUCCESS OF YOUR 
NEXT PROMOTION... 


Write for a sample KIT and 
te/l us your promotion plans 


~ THE OAK RUBBER CO 
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Bigger than Ever... 


National Brands Top 
Premium Exhibitors 


While it may be a tired old 
phrase, the truth is that the Na- 
tional Premium Buyer’s show at 
Chicago’s Navy Pier was bigger 
than ever. 

This growth was a definite reality 
with 50 more exhibit booths re- 
ported for 1961 than in 1960. More 
important was the continued trend 
in upgrading of both booths and 
products. 

The booths were attractive, with 
merchandise displayed effectively, 
and equipped with booth staffs who 
knew their merchandise and the 
various interests of the different 
types of booth visitors. There was 
also plenty of literature available 
for after the show re-call . . . a very 
valuable item for exhibitors if they 
plan on more than on-the-spot 
show sales. 

The premium ideas shown were, 
for the most part, definitely apart 
from what might be called low cost 
gimmicks. Products emphasized the 
continuing trend of offering values 
to the consumer — through pre- 
mium plans — he might otherwise 
not be able to afford easily. In turn, 
the average price of a premium 
seemed to be up. Much of this 
greater value, greater cost trend in 
today’s premiums comes, of course, 
through the national brand com- 
panies’ acceptance of the premium 
field as a market well worth court- 
ing for additional sales. 

The national brand name com- 
panies were out in greater numbers 
than ever before in this show, ac- 
companied by some exciting new 
“first timers” such as Hermes, Syl- 
vania, etc. 

All of this added up to a show 
worth seeing and premium products 
worth remembering for future sales 
promotions. A list of some of the 
products and ideas _ particularly 
noted by A&SP editors follows. 


Car Shampoo .. New cleaning 
products for shampooing car in- 
teriors were shown by Bissell Inc. 
Available in a 13-o0z. plastic bottle 
and applicator for $3.98 (retail) the 
product cleans all auto upholstery 
fabrics through an easily-applied 
foam action. 

. for more details circle 733, page 117 
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Junior Table Sets .. A catalog 
from Hampden Specialty Products 
Corp. shows two new junior line 
sets introduced at the show. Table 
and chair sets are lightweight, and 
fold away for easy storage. 

+ for more details circle 734, page 117 


Family Camping Directory .. A 
Rand McNally premium idea in a 
vacation book showing camp- 
grounds throughout the United 
States. Information includes facil- 
ities, fees, season, acreage, acces- 
sibility, etc. 

- for more details circle 735, page 117 


Packaged Mink . . A contoured 
mink scarf in an acetate gift box 
with a flower, gift card entitling the 
holder to a free, live orchid corsage 
was introduced by Mademoiselle 
Furs. 

- for more details circle 736, page 117 


The Beach Comber .. A portable 
barbecue unit with its own aid for 
making it quickly portable. Unit has 
grill, griddle, draft control door and 
adjustable shelf. Carries its own 
charcoal. Van Schaack Premium 
Corp. 

+ for more details circle 737, page 117 


Junior Science Sets . . Four new 
Lionel toy kits based upon scientif- 
ic concepts as educational devices. 
Units include weather _ stations, 
famous inventor kits, plastic engi- 
neering series, and electronics engi- 
neering series. 

- for more details circle 738, page 117 


Sprinkle Minder . . Barclay Engi- 
neering Corp. introduced a moisture 
meter which indicates the moisture 
level at the roots of garden plants. 
The unit is inserted in the ground 
with a 5” probe; retails for $4.95. 


+ for more details circle 739, page 117 


Top Drawer Clipboard .. A 
heavy duty clipboard with a deep 
plastic tray beneath for storage of 
important papers. Available in 
brown and beige or black and grey; 
retails at $4.95. Autopoint Co., Div. 
Cory Corp. 

+ for more details circle 740, page 117 


Flat Tire Repair .. an aerosol 
device which plugs tire punctures 
and inflates flat tires in minutes. 
Eliminates the use of jacks, tools, 
tire removing, etc. Retails at $4.95. 
Berkshire Sales. 


+ « for more details circle 741, page 117 


Floater Loafer . . Madison Preci- 
sion Industries Inc. introduced a 
floating seat for water fun with 
wide angle arms of molded poly- 
styrene foam. The seat is of alum- 
inum tubing with a water-resistant 
webbing frame. Available in yellow 
or turquoise. Weight, 10 pounds. 

. for more details circle 742, page 117 


Camping Gear .. A new line of 
camping gear from Thermos Prod- 
ucts ranges from tents to lanterns to 
stoves. Also available are shelters, 
chairs, etc., for duck hunters. 

+ for more details circle 743, page 117 


Custom-Tailored Shirts . . Pack- 
ard Shirt Mfg. Corp. offers litera- 
ture describing a premium plan for 
providing specially tailored shirts 
for men and women. Men’s shirts 
are available in both dress and 
sport styles in a variety of collar 
styles. Women’s shirts can be or- 
dered in three sleeve styles. All 
styles can be monogrammed. 

- for more details circle 744, page 117 


Springmaid Sheets .. A catalog 
of sheets and pillow cases shows 
a premium line available from 
Spring Mills. A variety of patterned, 
embroidered and color sets are 
shown for both twin and double 
beds. 


- for more details circle 745, page 117 


Kiddie Vehicles . . A variety of 
motion fun toys from the Gym- 
Dandy line includes a survey, a 
buggy with a seat for a buddy, an 
Irish Mail pacer and a Ricksha. 

- for more details circle 746, page 117 


Junior TV Trays . . Child-propor- 
tioned trays decorated with cartoon 
friends such as Yogi, Huckleberry 
Hound and the rest of the gang. 
Trays measure 13x18” with folding 
legs. Available as lap trays or 
stand-up tables for $1.49. Set of 
four stand-up, $7.95. Styline by 
Quaker Industries Inc. 

- for more details circle 747, page 117 


Life Vests . . Iowa Fibre Products 
Inc. introduces a line of U.S. Coast 
Guard approved life vests. Styles 
include both children and adult 
models in different styles and pat- 
terns. 

. + for more details circle 748, page 117 








PORTRAIT OF PROGRESS: Wean Annealing and Pickling Line at Armco Steel Corporation’s Butler Works 


Wean Line Part of Armco’s Expansion 
into Wider, Closer Tolerance Stainless 


Over the past ten years, Armco Steel 
Corporation has carried on a multi- 
million dollar expansion and moderni- 
zation of its Butler, Pennsylvania plant 
facilities. One of the latest projects 
boosts the plant’s production of flat- 
rolled stainless steel, providing custo- 
mers with wider, closer tolerance stain- 
less sheet and coils. 

A vital part of this program is repre- 
sented by the Wean stainless annealing 
and pickling line illustrated. This line is 
unique, in that all processing sections 
are installed above floor level. Above- 
ground design facilitates inspection and 
maintenance of the furnace section, 
acid tanks, and drive mechanisms. 


THE WEAN ENGINEERING COMPANY, INC. - 


Armco’s new Wean line is capable of 
handling 30,000-pound stainless steel 
coils from 24” to 52” in width and from 
.010” to .080” in thickness. The line 
operates at speeds up to 150 feet per 
minute. An even flow of materials is 
maintained in the processing section by 
two pay-off reels that permit rapid join- 
ing of coils. 

The Wean “creative engineering” 
that resulted in these new design fea- 
tures has also been part of the develop- 
ment of annealing facilities for every 
major steel producer. This background 
of research and development is ready 
to help you solve your production and 
modernization problems. 


WARREN, OHIO 
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Why Wean Engineering 


Uses 250-Line Lithography 


In an effort to capture the brilliance 
of full-color paintings of machinery, 
this manufacturer tried production 
runs in four different techniques be- 
fore settling on offset. 


The Wean Engineering Co., War- 
ren, Ohio, launched this insert se- 
ries four years ago in answer to 
what it felt was a shortcoming in 
its advertising program. Wean felt 
that its two-color ads did not re- 
flect adequately the corporate pres- 
tige it enjoyed in the eyes of the 
steel industry and Wean was con- 
vinced that a supplementary series 
of four-color inserts would solve 
this lack. 

Wean settled on the use of “on 
location” paintings of its installa- 
tions because it felt there were psy- 
chological values associated with 
this type of illustration. As the pro- 
gram developed, however, Wean 
discovered many of what it terms 
contingent advantages that made the 
graphic technique an ideal solution 
to problems it hadn’t even con- 
sidered. For instance, the time-con- 
suming and expensive problems of 
lighting and cleaning up the equip- 
ment became a thing of the past; 
and objectionable elements could be 
eliminated through the simple ex- 
pedient of “artistic license.” 

Furthermore, Wean felt that the 
artist could enhance the equipment 
by carefully controlling color values 
and the massing of shapes in the 
compositions. Also the company 
found that it could stretch deadlines 


by illustrating the featured installa- 
tions even before they were put 
into operation. And finally, if any 
changes were desired in the fin- 
ished paintings, it was a compara- 
tively simple matter to make cor- 
rections—such alterations to a pho- 
tograph would have been very diffi- 
cult and probably not too satisfac- 
tory. 


> Wean commissioned Howard L. 
Worner of Pittsburgh to do the 
paintings. His ability to combine 
good draftsmanship with an atmos- 
pheric technique give Wean exactly 
the sort of illustrations it wanted, 
W. A. Brown, Wean advertising 
manager told A&SP. 

The company’s first set-back in 
the series came with the reproduc- 
tion of the first four ads in the se- 
ies. Wean had decided to use a 
heavily textured stock with a mat 
finish in order to duplicate the sur- 
face characteristics of the original 
paintings. The stock selection dic- 
tated the use of offset lithography. 

The trouble started when the 
printer decided that deadline pres- 
sures could best be hedged by the 
use of color scanner separation neg- 
atives. In order to use the color 
scanner, Wean first had to convert 
the original paintings to transpar- 
encies. Unfortunately, this step was 
improperly handled and due to the 
extreme losses in the Ektachromes, 
the final printed results were, ac- 





cording to Mr. Brown, dismal. 

Wean was able to use the tex- 
tured stock on the first four ads 
only because an associate company 
agreed to take the back-up. The 
following year, this other company 
shifted its media schedule, and Wean 
was forced to change to a stock 
that publications could back-up 
with letterpress printing. 


> This proved to be a blessing in 
disguise, according to Mr. Brown. 
It started Wean thinking about 
printing the inserts by letterpress 
and using the same plates in anum- 
ber of cover positions that Wean 
had been carrying in the company’s 
schedule. 

The company was still anxious 
to retain the characteristics of the 
original paintings in so far as it was 
possible, so it had the second group 
of inserts printed with mat finish 
inks on dull coated stock. Stand- 
ard, reflected copy, separation neg- 
atives were made for the 120-line 
letterpress plates. 

According to Mr. Brown, “We 
were quite happy to have the four- 
color program expanded by the use 
of these in the cover positions but 
we were still not satisfied with the 
reproduction quality of the inserts. 
They were much better than their 
predecessors in color fidelity, but 
they still lacked brilliance and the 
clarity we had hoped for.” 


> By the time the next four ads 
were prepared, Wean had had a 
chance to compare the reproduction 
on dull coated stock with the re- 
production on enameled stock and 
the Warren, Ohio, concern found 
that its quest for authenticity had 
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been misdirected. Although the dull 
finish of the insert stock was closer 
in appearance to the surface of the 
paintings than the high gloss of the 
enameled stock, its inferior re- 
flective quality was robbing the se- 
ries of the brilliance and clarity 
Wean was attempting to achieve. 

So the third group of inserts on 
enameled stock was printed with 
high gloss inks. Once again the in- 
serts were printed by letterpress, 
and the plates were used in the 
cover positions. 

For the second time Wean had 
managed to upgrade the quality of 
the inserts, but it was still not con- 
vinced that it had reached the goal 
it had set. It felt certain that it 
could keep within budget limita- 
tions and still reproduce the paint- 
ings with greater fidelity, brilliance 
and clarity. 


> As often happens in graphic arts, 
the breakthrough came in a rather 
odd fashion. Jack Williams, then 
vice president and general manager 
of Cox Lithographing Corp., War- 
ren, (now with the Clarke Printing 
Co., San Antonio, Texas, in the 
same capacity), suggested using the 
ad illustrations in “miniature” in 
Wean’s collateral material. Cox had 
reproduced the paintings “ad-size” 
in a special appointment calendar 
the year before, and they reduced 
one of the illustrations 50% by the 
projection process to show the com- 
pany what it would be working with 
if it decided to take advantage of 
this technique. 

The 300-line “miniature” had the 
gem-like quality Wean had been 
looking for in the insert program, 
and Cox was asked if it would be 
able to obtain the fine screen in 
the larger illustrations for the ads. 
It assured Wean that the only prob- 
lem it would encounter would be 
a slight increase in production time 
due to the intermediate step of mak- 
ing enlarged halftones. 

The small sacrifice in time was 
more than compensated by a new 
addition to the collateral program. 
Since Wean had to make enlarged 
halftones as a part of this project, 
it decided that it would print the 
paintings this size and send them 
to its entire mailing list in attractive 
portfolios. Wean had been merchan- 
dising the insert program by send- 
ing copies of all the ads to the peo- 
ple on its mailing list, but now it 
was able to send large reprints of 
the paintings with the hope that 
they well may find their way onto 
customers’ office walls. 


> Surprisingly enough, Mr. Brown 


commented, Wean obtained the in- 
serts at 6% reduction in cost. This 
cut was offset, however, by the fact 
that it still purchased letterpress 
plates for the publication covers; 
also, it has increased printing and 
mailing costs by sending the large 
reprints. But the total program has 
been so vastly improved that Wean 
feels the slight bulge in the budget 
is well worth it. 

The 9x12” separation negatives 
used in the final stage of the series 
were shot from reflected copy. Den- 
sitometer readings were used to 
check the balance and gamma of 
these continuous negatives. 

The negatives were then mounted 
in a transparent copy board, and 
enlarged 150-line halftone positives 
were made with an image area of 
1144x1414” (the size chosen for the 
large reprints). These positives 
were contact printed to make the 
negatives for the large reprints, and 
the job was proofed at this size. 

After the necessary corrections 
were made, the large negatives 
were contact printed to make 11'%x 
144%” corrected positives. These 
positives were then mounted in the 
transparent copy board and re- 
duced 40% to make the halftone 
negatives for the inserts. The re- 
duction resulted in a 250-line screen 
dot structure in the insert illustra- 
tions. 


> Although every stage from cam- 
era to presswork could be con- 
sidered critical due to the fine 
screen involved in the printing, 
there were no real problems in the 
production, Mr. Brown reports. The 
inserts were printed eight-up on 
25x38 100# Champion Wedgewood 
coated. The job was run on a two- 
color Miehle 38 with the yellow and 
blue going down on the first run, 
and the red and black going down 
on the second. There were 48,500 
sheets printed one side, and spoil- 
age was kept to “less than 5%.” 44 





LINOTYPE ORIGINAL 


There is no other v like this v because there is no other 
typeface like Fairfield Medium. Designed by Rudolph 
Ruzicka specifically for Linotype composition, Fairfield 
Medium is available only from Mergenthaler. Fairfield 
Medium appears familiar because the combination of 
Ruzicka’s elegance and Linotype operating economy has 
made it an American classic. For a specimen write the 
Mergenthaler Linotype Co., 29 Ryerson St., Brooklyn. 


abcdefghijklmnopqrstuvwxyz 

ABCDEFGHIJ KLMNOPQRSTUVWXYZ& 
ABCDEFGHIJKLMNOPORSTUVWXYZ& 
1234567890 fififffifl 1234567890 


abcdef ghijklmnopqrstuvwxyz 


ABCDEFGHI] KLMNOPQRSTUVWXYZ& 
1234567890 fiflffffiffl 1234567890 
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“Any use of a human being in which less is demanded of him and less 
is attributed to him than his full status is a degradation and a waste. 
It is a degradation to a human being to chain him to an oar and use him 
as a source of power; but it is an almost equal degradation to assign him 
a purely repetitive task . . . which demands less than a millionth of his 
brain capacity.” From Norbert Wiener’s The Human Use of Human 
Beings, published by Houghton Mifflin Co. 


By Frank DeWitt 


More than half of the 300,000 
skilled workers in the printing 
trades are engaged in composing 
room activities. At least half of their 
“productive” time is spent correct- 
ing errors or in keyboarding copy 
that has already been keyboarded at 
least once and probably several 
times. 

There is also a considerable total 
of man hours consumed in the com- 
posing room because the technology 
available for typesetting is very old. 
Many operations are being done 
today precisely as they were 500 
years ago. Over 90% of the remain- 
ing operations are being done on 
machines dating back about 70 
years. Even the relatively modern 
tape control of slug casting is over 
30 years old. 

Stated very briefly, typesetting is 
repetitive, and almost every opera- 
tion is based on old technology. The 
full attention of a skilled worker’s 
mind and hands is consequently re- 
quired for operations which could 
and should be automatic. 

Almost every one of the 75,000 
typesetting machines in this country 


This article is reprinted, with permission, 
from “Printing Production.” 
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could be operated from tape. How- 
ever, less than 25% of the 13,500 
slug casting machines in newspaper 
plants are equipped for tape opera- 
tion. The percentage is even lower 
in commercial plants. The average 
production in ems per hour per op- 
erator per machine has probably in- 
creased less than 10% since the 
introduction of machine typesetting 
about 70 years ago. 


> Why is modern technology so con- 
spicuously absent in the copy prep- 
aration and typesetting art? Why 
is physical manual labor a part of 
every one of the many operations 
from authorship to  typecasting? 
Why is it necessary to employ per- 
sons with a high degree of mental 
ability and manual dexterity to per- 
form monotonous and _ repetitive 
work? 

The answer lies partly in our 
willingness to prepare mid-20th 
century masses of copy with ma- 
chines designed in the 19th century. 
But this isn’t the principal answer 
because these machines, properly 
controlled by tape, are still surpris- 
ingly economical in the production 
of type. 

The main reason we are not get- 
ting two or three times the pro- 
duction from presently available 


yposelling i 
¢ 
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typesetting equipment is that we 
have not organized copy prepara- 
tion and typesetting into a single in- 
tegrated system. Many of the man- 
ual operations could be done with 
automatic equipment. We treat 
copy preparation as one job and 
typesetting as another although they 
are both part of the same job and 
require exactly the same skills. 

From authorship to final type 
form we keep repeating the same 
operations of typing, correcting, re- 
typing, typesetting, correcting, re- 
typesetting. At least 75% of the 
time now spent in transferring 
ideas to printing is devoted to cor- 
recting errors and retyping (on 
typewriters and typesetting ma- 
chines) matter that has been per- 
fectly typed several times before. Of 
course some of the error correcting 
is made necessary by this very re- 
typing of already correctly typed 
copy. 

Many of the errors are introduced 
into the process by typists and key- 
board operators; others are intro- 
duced by machines (typewriters, 
tape perforators, typesetting ma- 
chines) which have no capacity to 
detect errors, even those introduced 
by the machine itself. 


> Several electronic marvels have 
been suggested as a means of bring- 
ing the technology of typesetting up 
to a level enjoyed by the business 
world with its vast masses of data 
to process. 

It has been proposed that the 
drudgery of typesetting could be re- 
moved by the use of character rec- 
ognition technology now employed 
to read checks, envelope addresses, 
and hard copy printed from credit 





cards. It has also been suggested 
that character recognition technol- A WINNER 

ogy could be applied to proofread- | ; 
ing. Several makes of cathode ray Strength, speed and that elusive quality 
tube display devices are being of courageous spirit are basic for a 
manufactured and sold to display WRENS eee eae 
and reproduce all sorts of data and eccrahent  hindeabagien in the 
text material at rates of 15,000 to competitive field of adygatising typesetting. 
20,000 characters a second. ice 


At least one of these is particu- 
larly suited (in basic design but 
not in its present form) to produc- 
ing high quality justified lines in 
any desired typeface. These ma- 
chines are expensive but they work 
very fast. They would require one 
slight change in our copy prepara- 
tion and typesetting habits. We 
would have to supply them with 
perfect copy—hard copy for the 
character recognition devices and 
tape for the cathode ray tube ma- 
chines. None of the machines is 
smart enough to change an author’s 
“affect” to “effect” or to delete the 
apostrophe from a possessive “it’s.” 

Some human has to make these , . 
decisions and the time to make them Here's proof of top quality 
is, of course, before the copy goes at amazing low cost... 
to the printer. This is true whether 
the printer sets type by hand, by 


keyboard, or with a character rec- 
ognition device. It might be worth 
it to a printer to buy a million- 
dollar typesetting machine just to | 


Wee tele 





get copy delivered in perfect order. 
But if he could somehow get copy 


delivered in perfect order at the | PROGRESSIVE 


present time without the million- 


* 
dollar machine he would find that | PRESS PROOFS 


much of the drudgery and waste | ; 
of conventional typesetting would | on your first order of 


b : 
on SCREENED 4-COLOR SEPARATIONS! 
> There is a simple, comparatively 


inexpensive way of producing per- Go modern—use full color! And save $20—$40—$65 on 
fect copy. It does not require the your first order! Now you can cash in on the beauty and 
design of any new equipment. The selling power of brilliant full-color reproductions—yet keep 


equipment needed is commercially costs in line. Get your Sample-Info. Brochure and Price List 
available and similar equipment has by mailing coupon now. 


been used ever since the invention : i S , : 
: : ; World Color’s technical progress and vast experience stands 

of mechanical typesetting. : sre 

The business world began to cope behind you—more than 150,000 sets of 4-color positives 
with this problem many years ago. already supplied to leading lithographers, agencies, adver- 
Within the past ten years it has tisers. You get fastest service in the industry, with free air 
made substantial progress. This mail delivery. Press room procedures with all orders. Com- 
progress is based on a simple prin- posing also at low, low cost—complete positives ready to make 
ciple. It is a rule easily accepted plates. 
— it eliminates uninteresting | --LIMITED OFFER — ACT NOW! ---- 

The rule is: “Never type anything | World Color, Inc. — Dept. H11 
but once!” Type it with an IBM | inc,| Box 697, Ormond a Sere 
Keypunch and let coded cards con- | Ormond Beach, Fla., Tel: ORange 7-1332! —. a ee rr mek 
trol repetitive listings. Type it on | New York Branch Office: a Eee Se Fea Ss we 
a carbon interleaved set and get | 274 Madison Ave., MUrray Hill 5-4275 NAME 
several copies plus a duplicating | §—ND FOR Sample-Info. = TITLE 
master. Type it on a Flexowriter | Brochure & Price List now... _— 

: : | STREET 

and get a perforated tape which will *OFFER EXPIRES Sept. 15, 1961 ene 
in turn punch cards or operate a | aoe / 
machine tool but type it manually aii ae aiieuiaiides 
and mentally only once! The same 
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rule can bring tremendous econo- 
mies to the typesetting art. 


> What is required is the applica- 
tion of the tape punch and the tape 
reader to the whole system of copy 
preparation and typesetting. The 
author should type on a machine 
which produces not only a type- 
written hard copy but also a 
punched tape. It is possible that he 
will correct some of his copy so 
thoroughly in longhand that the 
tape isn’t any good, but much of 
what he produces will have only a 
few changes per page. 

* Then instead of a typist laborious- 
ly copying nine OK lines because 
the tenth needs correcting, the au- 
thor’s perforated tape is put in the 
reader of the typist’s machine and 
the nine OK lines are automatically 
typed at twice the typist’s speed 
and with no errors. The tenth line 
is also automatically typed except 
for the correction itself which is in- 
serted through the keyboard. 

The product of this operation is 
corrected hard copy and a corrected 
tape which can be used for the next 
keyboarding. If nobody changes his 
mind the copy and tape can go to 
the printer. If someone else reads 
and changes, adds, deletes, and 
generally revises the copy, the tape 


can still be used to retype the okay 
portions. Only the new material has 
to be manually typed. 

If the printer has an electronic 
character recognition machine and 
an electronic proofreader, or better 
yet a combination of the two, he 
will be mighty pleased with the 
nice copy furnished him. 


> But if you can furnish him per- 
fect hard copy you can also furnish 
him a perfect perforated tape—even 
if you use the tape punch only on 
the last typing. And if you can 
furnish him perfect tape as easily 
as perfect hard copy he will not 
need to invest in an enormously 
complex and expensive character 
recognition machine. He can use a 
tape reader, very much like the 
simple devices used on four or five 
different typesetting machines and 
in thousands of business offices all 
over the world. 

If the punch and reader on the 
author’s typewriter have not used 
the same codes required by the 
printer’s typesetting machine the 
tape furnished the printer can be 
fed into a reader connected to a 
code converter and a rather simple 
computer which will accurately 
measure off the lines and terminate 
them just as would an operator. 


Marketing the QUALITY Image 


AMERICAN-STANDARD knows well the importance of projecting a 
corporate image of quality. The simple, functional perfection of the 
famous company's products is repeated in the handsome simplicity of 
its letterhead on Strathmore paper. The crisp, substantial feel of the 
paper adds to the quality image, projects it in every letter. 


Hundreds of famous firms have made a similar discovery 


: it is false 


economy to use paper less expressive, less impressive than Strathmore. 


LSE STRATHMORE 


MAKERS OF FINE PAPERS 
Strathmore Paper Co., West Springfield, Mass. 
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Word divisions would be made by a 
person monitoring several code- 
converter-computers. The tape 
product of the code-converter-com- 
puter could then be fed into a type- 
setting machine. The whole series of 
operations from author to type pro- 
duction has been accomplished 
without any repetitive manual key- 
boarding. For each character in the 
final type form only one keyboard 
key has been struck. Each character 
in type now being produced rep- 
resents at least two and probably 
three to six manual key strokes by 
typists and compositors. 


> The present system of copy prep- 
aration and typesetting allows er- 
rors to accumulate and decisions to 
be postponed. The accumulated 
errors and uncertainties are dealt 
with on the proof of the type after 
it has been cast or exposed. The 
correction of errors and making of 
decisions at this point is tremen- 
dously expensive. A study made by 
the composition committee of the 
American Newspaper Publishers 
Assn. shows that the time required 
to correct an error, once it is cast 
in type, is 15 times as great as the 
time required to set the line origi- 
nally. 

By adopting a system of copy 
preparation and typesetting based 
on equipment which would produce 
hard copy and tape at each step the 
final proofreading could be done 
just before the casting in lead or 
exposure to film. 


> The system outlined above re- 
quires only equipment now com- 
mercially available plus a piece of 
translation equipment to convert 
typewriter tape to typesetting tape. 
The increased research and de- 
velopment activity in tape perfora- 
tion for typesetting, both in this 
country and Europe, will provide 
such equipment very shortly. 

For maximum efficiency there 
are several refinements to the above 
system which should be required. 
An eight-channel tape, now stand- 
ard in business machines, should be 
adopted for both the copy prepara- 
tion typewriters and the typesetting 
perforators. This would provide 
for a parity check (automatic de- 
tection of machine errors) plus a 
sufficient number of codes for prop- 
erly controlling all the functions of 
a typesetting machine as well as the 
automatic typesetting itself. 

An auxiliary reader should be 
provided for more efficient correct- 
ing of tape. This would permit all 
corrections to be perforated into a 
separate tape. This tape would be 
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' nquiries are the Raw Material of Sales 
— and how Advertising & Sales Promotion produces them! 


There’s nothing a live salesman likes to get his teeth into as well as an inquiry pro- 
duced by advertising. 


He knows that the expression of interest from a qualified buyer puts him in a posi- 
tion to close business very promptly—about ten times as fast as he could hope to ob- 
tain an order through a cold canvass. 


Smart advertisers make intelligent use of the inquiries they get from A&SP and other 
strong advertising media. They follow up carefully and persistently, with sales pro- 
motion as well as through personal sales calls—and they are thus able to close a high 
percentage of the live leads. 


We doubt if there is another business paper in the United States which produces 
the volume or quality of inquiries from good prospects turned in regularly by A&SP. 
Certainly no other advertising journal has the demonstrated power to move readers 
to action as constantly demonstrated by Advertising & Sales Promotion. 


Advertising & 
Sales Promotion 


200 E. Illinois St. « Chicago 11, Ill. 
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put in the auxiliary reader. The | 
original tape would be used in the , 
regular reader. The two readers | 
would operate automatically, shift- | 
ing from one to the other to auto- 
matically reproduce a_ corrected | 
hard copy and a corrected tape. 

Typesetting machines should be | 
designed to automatically detect 
their own errors. 


> The writing of copy is a creative | 


process. It is no more subject to 
automation than picture painting or 
moving picture making. We may 
someday be able to begin and end 


the human effort with a dictating | 


machine. But for the present we 
have to accept the human habit of 
being more critical the nearer we 
get to perfection and final form. 
Recognizing the need for changes 
and corrections as we go along we 
can minimize the purely repetitive 
operations. Equipment is 
available for the copy preparation 
part of the system. Equipment will 
soon be available for the typesetting 
steps of the system. Linking the 
two together can be done without 
extra equipment if the whole sys- 
tem is planned with this in mind. 
Why make typesetting so difficult 
and expensive when it could be so 
easy and economical? 44 


Amsterdam Imports 
West German Type 


Solemnis, a typeface with the 
spirit of the ancient uncial scripts, 
is described in a folder offered by 
Amsterdam Continental Types and 
Graphic Equipment, New York. 
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VISUALIZERS 
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FILMSTRIPS 


From Artwork or Transparencies 
Black & White or Color 


FAST SERVICE 


Also Record Pressings or Tapes 


35mm color duplicate slides 


write for prices 
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oan product of the Berthold Type- | 


foundry, Berlin, West Germany, it 
is said by Amsterdam to be well- | 
suited for commercial printing of 
fine intent as well as for festive and 
sacred occasions. 
It is available from 10 to 60 point. 
+ for more details circle 705, page 117 


Philmac Adds Several 
New Faces to Inventory 


Philmac Typographers, New York, 
has added several typefaces to its 
inventory. 

They include American Uncial, 
designed by Victor Hammer; Or- 
nata, designed by Prof. O.H. W. | 
Hadank; Orpheus, designed by | 


Walter Tiemann; Salut, designed by 
| H. Maehler; Orplid, designed by | 
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Hans Bohn; Folkwang, designed by 
Hermann Schardt; Gavotte, de- NEED DECALS IN A HURRY? 


signed by Rudo Spemann; Variante, we give 48 hour emergency service 


designed by Joachim Romann; ie ; 

din, duilnel te Bale Keck: New Pressure Sensitive Vinyl Decals adhere 
instantly to any surface. No water or solvents 
needed. Durable. Brilliant colors that resist 


ay fading. Let us quote on your toughest problem. 
S If it's an emergency, we'll help you solve 
j it with 48 hour service. 


siaii: sense. tniaditbans Prentice Products Corporation 


Saltino, designed by Karlgeorg DEPT. AP-7, BAER FIELD @ FORT WAYNE, INDIANA 
Hoefner; and Eve, designed by Mr. 


Koch. Prime manufacturers of Layer Built Tuff-Film Water Applied Decals « Pressure Sensitive Chrome Cals 

: ‘ Aluminum Name Plates + Mylar Emblems * Trade Marks and Decorative Trim 
Philmac has prepared a specimen 
sheet of each typeface, Each sheet 
shows the face in several different 


ORPLID pest cree eenee pene 


Money Saving Techniques of Important Use to 
You...RETURN THIS BOOK IN 10 DAYS! 


+ Point of Purchase Identification 


sizes, gives some suggestions as to 


the best uses of the type, and offers Cadell IANT- IZED 423 PAGE 
examples of other faces that are 
related to the specimen. 


cil” FRA ENCYCLOPEDIA 
Process for Newspaper of the GRAPHIC ARTS 


Plates Announced by RCA 


Here, in one single, authoritative, complete, comprehensive encyclopedia is your 
A new process for producing complete graphic arts technical library. It is the one book in its field that will be 
newspaper engravings at savings in kept close at hand—as your immediate and dependable source for the essential 
both time and cost, compared with information and solutions you need to answer your platemaking and presswork 
conventional methods, has been an- questions...and to solve your photomechanics and printing problems. 
nounced by the Radio Corporation 


raat IF YOU BELONG IN ANY ONE OF THESE CATEGORIES, THIS 
The process uses Electrofax coat- BOOK WILL BE YOUR CONSTANT SOURCE OF AUTHORITY! 


ings to sensitize metal plates, mak- * ARTIST, ENGRAVER, LITHOGRAPHER, PHOTOGRAPHER, PRINTER, SILK SCREEN OPERATOR... 
ing it possible to place the plate in a here is your comprehensive ‘‘how-it's-done”’ picture of conventional techniques, plus the new- 


: : est innovations, many of which have never before been published. You'll learn new ways 
camera and to record an image di- to achieve finer quality. 


rectly to the plate, according to an ADVERTISING AGENCY, PRODUCTION MAN, STUDIO HEAD, AD MANAGER, GRAPHIC ARTS 
RCA spokesman. BUYER...here is the book that shows you how to obtain better results, greater efficiency in 
; : P the planning and preparation of materials for printing and platemaking. 
He said that economical, high- THE EXPERT—will find this book a welcome refresher and a means of keeping up-to-date. 
speed production of newspaper en- THE NOVICE—will find it a source of education equal to years of schooling and practical work. 
gravings, from which printing plates 


are made, represents the first com- 9 IMPORTANT 1. — for Reproduc- = 6. eee and 

aie _ i alata is : ion set Printing 
mercial use of the process. He added CHAPTERS 2. Photographic Materials 7. Photointaglio Proce- 
that the technique could be applied Covering every phase of and Equipment dures 


to lithographic printing plates with a wae 3. Continuous Tone, Line 8. Silk Screen Process 
equally good results, and was ideal- yet as easy-to-read as a and Halftone Photogra- = 9. Civilizations Debt to 


ly suited to the production of photo- ee Ee ee phy er 


: , aa 2 4. Color Reproduction Plus a Complete Subject 
templates, widely used in the air- os ot aes te a 5. Photoengraving and index and 


craft, automotive and shipbuilding | graphic arts field. Letterpress Printing Proper Name Index. 
10-DAY FREE I to: Advertising & Sales Promotion 
Newspaper Ad Features INSPECTION | 200 E- Illinois Street 


Pol thyl Fil Chicago 11, Illinois Attn.: Technical Book Dept. 
otyemytene Fim COUPON [1] | accept your FREE 10-day inspection offer. After 10 days I'll 
either return your book in good condition or send my check for 


$15.00. 


() Enclosed is my check for $15.00. Same 10-day free inspection 
and return privilege apply. 


: if you don’t agree 
A page of Visqueen polyethylene that ‘“Photomechanics ; 
film was featured in a recent edi- ee 7 the 
A ° e ° oO 
tion of the News-Dispatch, Michi- mene desk, ie ! 
gan City, Ind. after 10 days’ free | 
The newspaper carried a_ sheet to ee : 
of the film, about 17x21”, over an postpaid in U.S.A. or i 


advertisement for the Tibma Bak- Conade, $16.00 else- 
where. 


it Zone___ State. 
ery, La Porte. For a press run of | | <i 22 
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a showroom on paper! Renault's “take-away” piece is a handsome, 16-page brochure covering everything 
a prospect sees in the showroom. For this reason, color reproduction of body styles, interiors and uphol- 
stery have to be letter perfect. And they are. 

Arrow Press, Inc. chose West Virginia’s Sterling Letterpress Enamel for the job. Its bright white style 
compliments the full spectrum of inks. Its level glossy surface is ideal for catching minute variations of 
high light and shade. Opacity is excellent and the paper’s uniformity further aids press performance and 
register. Result: clear, sharp, lifelike reproduction — a showroom on paper. 

A Westvaco representative will be happy to demonstrate how our full line of coated and uncoated papers 
adds extra impact to a selling message. He’ll also explain the benefits of our modern marketing program 
that gives you direct access to technical service and research facilities along with direct sales and ship- 
ment. Write: 230 Park Avenue, New York 17, New York. Or contact one of the sales offices listed below. 


Fine Papers Division 

Commercial Printing Paper Sales 
Chicago — FR 2-7620 

New York — MU 6-8400 

Detroit — DI 1-5522 

Cincinnati — RE 1-6350 

Philadelphia — LO 8-3680 

Pittsburgh — CO 1-6660 

San Francisco — GA 1-5104 

In Baltimore, Cleveland, Los Angeles, 
Milwaukee, Minneapolis, St. Louis, St. 
Paul, ask operator for Enterprise Service. 


The Renault promotional literature was 
printed by Arrow Press, Inc., New York. 
The text was run on a 52 x 76 Miehle 
5-color press, using 90# basis, Sterling 
Letterpress Enamel. The cover was run 
on 36 x 48 Cottrell 5-color press, using 
145# basis, Sterling Letterpress Enamel. 
For a complete set of the Renault Liter- 
ature write our New York office. 


This insert is printed on Sterling Letter- 
press Enamel, 25 x 38 — 80#. 


West Virginia 
Pulp and Paper 
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Bread Salesman . . . To help sell more 
bread, an Indiana bakery used the same 
polyethylene film in its newspaper ad- 
vertising as it uses for its bread wrap- 
pers. Copy stressed ability of film to 
retain freshness of bread. 


16,561 newspapers, about 
lineal feet of film was used. 
The film was supplied in rolls 
17” wide from Visking Co., Division 

of Union Carbide Corp., Chicago. 
The film was used to emphasize 
the new type of overwrapping that 
Tibma was using on its bread, 
spokesmen for the Visking Co. said. 
44 


33,000 


Silkscreen Duplicating 
Machine is Introduced 


A hand-operated duplicator de- 
signed for office use, employing a 
variation of the silkscreen printing 
process, has been announced by 
Identification Systems Co. New 
York. 

Called the Dupli-Graph, it is used 
for small quantity printing of 
graphic material on ail types of sur- 
faces from onion skin to the heaviest 
card stock. 

Suggested applications include 
price lists, sales letters, catalog 
sheets, and also printing on boxes, 
textiles, wood surfaces, plastics, 
metals and machined parts. 

- « for more details circle 707, page 117 


Three Companies Unite 
,For New Copying Unit 


What is described as “the first 
fully automatic convenience copying 
machine” has been introduced by 
Anken Chemical & Film Corp., 
Newton, N.J.; the Ozalid Division, 
General Aniline and Film Corp., 
Johnson City, N.Y.; and Photek Inc., 
Providence R.I. 

According to a joint announce- 
ment by the three firms, the new 
copying machine turns itself on, 
makes exposure, peels away nega- 
tive, adjusts itself to any length 
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original, trims positive, delivers de- 
veloped prints at a rate of four 84x 
11” copies per minute, and turns 
itself off. 

The new convenience copier was 
developed and is being manufac- 
tured by Ozalid with Anken and 
Photek providing technical evalua- 
tion. Anken also developed the spe- 
cial paper and developer used in the 
machine. It will be marketed under 
a variety of names. 

Ozalid will market it as the 
“Transfer-a-matic” and Anken as 
the ‘“Ampromatic” through its 
Ampto subsidiary and “Transcopy 
Automatic” through Transcopy, an- 
other Anken subsidiary. The ma- 
chine will be marketed through the 
outlets of the F. G. Ludwig sub- 
sidiary as the “Contura Executive” 
and the Cormac Division of Anken 
as the “Cormac 6090.” Photek will 
call the unit the “Consecutor.” 44 


Awards Design . . . This simple typo- 
graphic arrangement served to unify all 
the pieces used in this annual competi- 
tion for British advertising. In some 
pieces, the outlined letters were printed 
in light blue; in others, the lion was 
made of blind embossed dots. Design by 
F. H. K. Henrion 


Paper Plate Making 
Process New From 3M 


A method of making paper plates 
for offset duplicating by using a 
Thermo-Fax machine has been an- 
nounced by Minnesota Mining and 
Manufacturing Co. 

According to 3M, the plates are 
made by a completely dry process, 
using the same techniques as in 
copying any document. Total time 
involved is not over 30 seconds, the 
cost per press ready plate is as 
little as 12¢. 

The plate is made ready for the 
press in two four-second steps, the 
image is copied from the original 


document, to an intermediate sheet 
and then to the paper plate. 

The new process can be inte- 
grated into a company’s communi- 
cations system in a variety of ways. 
First, the entire plate-making proc- 
ess can be handled anywhere there 
is a Thermo-Fax machine and the 
finished plate sent to the reproduc- 
tion area. Or, only the intermediate 
sheet might be made in the office 
area and sent to the reproduction 
area where the plate itself can be 
made. 

Complete details are available 
from 3M, 900 Bush Av., St. Paul 6, 
Minn. 44 


Booklet Tells Features 
of the ATF Typesetter 


American Type Founders has 
produced a new booklet telling 
about its ATF Typesetter, a photo- 
mechanical system for rapid, low- 
cost composition and tabular matter. 

The booklet covers Typesetter 
applications, available typefaces and 
sizes, and the method of operation. 
Samples demonstrate the equip- 
ment’s versatility. 

- for more details circle 708, page 117 


Aigner Introduces 
Mylar Index Tab 


An index tab made with Dupont’s 
Mylar plastic film has been an- 
nounced by the G. J. Aigner Co., 
426 S. Clinton St., Chicago. 

The new tab is more than 50 
times stronger than any plastic tab 
now in use, it is claimed by the 
Aigner company. The new tabs have 
40% less bulk than conventional 
tabs. This “slim look” makes in- 
dexed catalogs, reports, manuals 
and presentations look neater by 
eliminating the bulky appearance 
they now have, a statement from 
Aigner said. 

Final claim is that the new tabs 
will not crack, split or tear as other 
tabs do. 44 


Self-Adhesive Products 
Shown in Swatchbook 


Fasson Products has prepared a 
swatch book of self-adhesive print- 
ing papers, foils and films. 

Included in the pocket-sized book 
are 25 different self-adhesive print- 
ing stocks, including 2-mil alum- 
inum foil, new “Easy Off” remov- 
able sign material, decorative Mylar 
vinyl and other materials. 

. for more details circle 709, page 117 





THE MARK OF ANTONIUS STRADIVARIUS, 
1644-1737, the craftsman whose 
attention to quality details brought 
the violin to perfection. 


THE MARK OF RAYNER LITHOGRAPHING CO., 


quality printing craftsmen for 55 years. 


Violins or printed pieces, attention to quality 
details always leaves its mark on the finished 
product. Our skilled craftsmen—trained in the 


old world attention-to-detail way of doing things 
strive for perfection in every step of the 
printing process. This quest for quality is a 
* continuing thing in all of our many departments 
plate making, printing and binding. Why not 
ask us for a ‘quality quotation” on your 


» next printing requirement? 


2801 WEST 47TH STREET, CHICAGO 32, ILLINOIS ¢ TELEPHONE: CLiffside 4-7272 


OVER 55 YEARS OF OUTSTANDING SERVICE 
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Pictorial puns for 


lake an American commodity, 
package it in England, 

market it with French imagination, 
and you have a series of ads 


that has a touch of its own 
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greater sales punch 


By Maurice Bensoussan 


Is there something new for cig- 
aret advertising? Haven’t the many 
efforts of the American cigaret in- 
dustry pretty well drained the sub- 
ject of any new life it might have 
had? 

Obviously the answer to both 
questions must be “no.” Cigaret 
companies still retain large adver- 
tising agencies to create “new and 
different” campaigns. But it is gen- 
erally accepted that a new idea for 
promoting cigarets is fairly hard to 
come by. 

That is why a successful cam- 
paign of a British cigaret in France 
may be of more than passing inter- 
est. 


> The campaign involved the British 
American Tobacco Co., its product, 


Players Cigarettes, and its French 
advertising agency, Publicis, British 
American asked Publicis to create 
a special series of ads for French 
consumption. 

The agency decided that imported 
cigarets appeal to a well-educated, 
more sophisticated segment of the 
French public than native brands. 
A team of three executives of the 
agency began a review of all cig- 
aret advertising appearing in 
French publications, hoping to find 
an approach that would appeal to 
this segment. The trio studied Marl- 
boro’s tattooed men, the green 
freshness of Salem, the couples ads 
of Lucky Strikes and the dancing 
gypsy, a well-known French motif 
for a French brand, Gitanes. 

At last the trio hit on an idea that 
was not a derivation of any other 


cigaret theme. It was a variation on 
the pun, a form of humor that re- 
quires more than a passing knowl- 
edge of a language and a knowing 
sense of what is amusing. 


> Here is how the copy idea was 
added to by Jean Louis Besson. He 
composed the different ads on a pic- 
ture background representing grass, 
pavement or simply a tissue on 
which were placed a picture of the 
cigaret box and the cigarets which, 
in photomontage, formed the pun. 
Adequate lighting gave the neces- 
sary depth to the objects by pro- 
jecting a shadow on the background 
and the whole thing was photo- 
graphed. 

The campaign (see examples on 
these pages) has proven to be quite 
successful. 44 
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Ke Chad Taylor, designer, illustrator /Hayes- 
Lochner, type/Kieffer-Nolde, plates /Ansul 
Chemical Co., client. 
A report on STA's 
i eee Arthur Paul, designer/Misch Kohn, illustra- 
1961 exhibit of printing tor/M&L Typesetting, type /Schultz Lithog., 
printer/Playboy Magazine, client. 
The Society of Typographic eee : 
Arts is to be commended 
for its fine series of 
exhibits of printing. 
Its current show, now 
at Chicago's Art Institute, 


is fresh and exciting. 
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HANSON 
WU-NICEEL 


THE MODERN ELECTRO 


Here’s dramatic proof of letterpress 
progress through research and de- 

| velopment. The Hanson Nu-Nickel 
boo Electro gives you more halftone 

| detail and a harder, longer-wearing 
e : surface. Moreover, it’s pneumati- 
Carl Regehr, designer/Ed Hughes, illustrator/Runkle-Thompson- cally cast and Consoleveled for 
Kovats, type/Lakeside Press, printer/Cummins Diesel Intl., client. greater strength and uniform print- 


ing. Phone or write for details. 


HANSON Electrotype Company 
9th & Sansom Sts., Phila. 7 WAinut 2-5567 
) 


ie 
The PROGRESS * HANSON + PROGRESSIVE Group 


One of America’s Most Complete 
Graphic Arts Organizations 





Branches: 
New York * Newark « Lancaster ¢ Wilmington 


Chad Taylor, designer, Robert Baltimore * Washington « Richmond « Charlotte 
Kennedy, a.d.-illustrator /Service 

Typographers, type/Walter M. 

Carqueville Co., printer/The Red 

Wing Co., client. 


Schimmel 


RASPBERRY 


DAISY 
THE 
DU-PLEX 


Kangaroo Du-Plex Onvelopes 
Are Best 


John Massey & Norman Perman, 
designers/Frederic Ryder Co., 
type/American Litho Arts, plates 
/Neritone Co., printer/Liedtke 
Bros., binder/Container Corp. of 
America, client. 


Write For 
Samples Today! 


DU-PLEX 
ONVELOPE CORPORATION 


3026 Franklin Blvd., Chicago 12, Ill. 
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DO YOU BUY 
POSTERS? 


Fredrick Photogelatine Press has 
‘the word’’ for you—-COMPARE 


In quantities of 100 to 5000 sheets, posters turned 
out by Fredrick Photogelatine Press give perfect 
quality in screenless, continuous-tone. Another ad- 
vantage is true color separation, with four negatives 
on every color job. Black and white, too, comes out 
clear and sharp. Many different paper stocks to 
choose from including coated, with sheet sizes up 
to 44x64. Send for more information today on our 
versatile photogelatine operation. 


SATISFIED 
CUSTOMERS 
TELL THE TALE 


NORTHEAST NORTHEAST 


FREDRICK PHOTOGELATINE PRESS 


438 West 37th Street, N.Y. * Phone: OX 5-7272 
oh OF 


te, 
ww S 
ECONOMY - CONTINUOUS-TONE = < FINE DETAIL VERSATILITY 





J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Additional Wood Types 
Listed in Supplement 


Supplement Number One of the 
Morgan Press, Scarsdale, N.Y., has 
been issued showing additional 
wood types added by the company 
since it issued its last catalog. 


Black 


In addition to announcing the 
supplement, the company said that 
a complete wood type catalog is 
now in preparation showing over 
350 fonts of wood types in size rang- 
ing from 2 lines (24 pt.) up to 144 
lines (1,728 pt.). 

Copies of Supplement Number 
One are now available. 

- for more details circle 710, page 117 


Blisters Featured on 
Hopple Business Cards 


When Hopple Plastics Inc, a 
thermoforming plastics firm with 
offices at 1014 Broadway, Cincin- 
nati, embarked on a_ cerporate 
identity program which involved 
redesigning of all company graphics, 
it included its business cards in the 
project. 

As a result the company’s cards 
now feature a miniature blister of 
the type Hopple manufactures for 
industry. In the form of an H (for 
Hopple, of course), the %” trans- 
parent blister reveals a stylized de- 
sign incorporating the Hopple 
trademark. 

Ted Menderson Co., 1077 Celestial 
St., Cincinnati, was responsible for 
the design program. 44 


New Colors Added to 
Switzer Printing Inks 


Three new colors, previously 
available only in Switzer’s line of 
silkscreen and gravure products, 
are now available in that company’s 
line of Day-Glo letterpress and litho 
inks. 

The colors are fire orange, saturn 
yellow and neon red. 

The three shades are included 
with seven other printing ink colors 
in a color guide being offered by the 
company. 

+ « for more details circle 711, page 117 





How Much is an 
Advertising Photograph Worth? 


One of the country's most 
respected advertising photog- 
raphers discusses what goes 
into the cost of the photo- 
graphs you buy. 

By Roy Pinney 


The price paid for an advertising 
photograph is usually determined 
by factors that may have little to 
do with the actual picture. A photo- 
graph may be worth $50 or $2,500, 
depending on a number of circum- 
stances entirely separate from the 
photographer or his work. 

In many cases, prices are estab- 
lished before the photographer even 
enters the picture. In point of fact, 
the budget for a given assignment 
influences the art director’s choice 
of the man for the job. If, for ex- 
ample, he can afford only $50 for 
artwork or photography, it is un- 
likely that he will call in a top 
photographer. If, on the other hand, 
he has $2,500 to spend, he has un- 
limited choice. 

There are times, of course, when 
an art director buys a photograph 
rather than a photographer. But 
even then, he is subject to the same 
budget pressures that confront him 
in planning every ad. 


>In pricing — and art buying — 
the art director is, in effect, a pur- 
chasing agent. As an artist, he may 
consider a given work priceless, but 
as a buyer, he must justify his ex- 
penditure in terms of the market. In 
this dual role of artist and buyer, 
many art directors have waged an 
extremely successful campaign to 
raise the standards — and prices — 
of advertising photography. They 
have shown the advertiser that it 
pays to buy top creative talent. 


4 


(Manufacturers are accustomed to 
estimating cost in terms of man- 
hours and equipment and it is often 
difficult to translate this into the 
cost factors involved in creative 
talent.) 

It would be inaccurate to depict 
all art directors as crusaders. There 
are — and will, undoubtedly, con- 
tinue to be — those who try to buy 
favor by buying cheap art. They 
are, however, in the minority, since 
they don’t last long. 

If the photographer is to price 
his work in the advertising market, 
he must understand the budget con- 
siderations that go into each assign- 
ment. The following factors all have 
an important bearing on the dollar 
value of any advertising photo- 
graph. 


@ Where and how will the photo- 
graph be used? 


The cost of advertising space, the 
number of insertions, and the col- 
lateral use of the ad are basic fac- 
tors in determining price. An ad in 
a business paper, for example, where 
the cost of space may be $400, will 
have a much lower art — or photo- 
graphy — budget than an ad in 
Life, where the space may cost $40,- 
000. 

An average percentage basis of 
the ratio between art costs and space 
costs is, according to the Director’s 
Art Institute, 5% to 10%. If the 
space costs $1,000, the art budget 
should be $100. This percentage 
ratio must be discarded when figur- 
ing photographic charges for low 
space costs, where prices must be 
established by other considerations. 

If an ad is to appear in several 
publications, the photography 
should be priced on the basis of the 
total space costs. 

The cost of space is also deter- 


mined, of course, by the number of 
insertions. For example; the space 
cost for a given ad may be $1,000. 
If, however, the same ad is to run in 
the same publication at a later date 
— or a series of later dates — the 
space cost may add up to $10,000 or 
$15,000. 

If the ad is going to be used for 
additional collateral material, such 
as direct mail pieces, brochures or 
catalogs, the budget for photo- 
graphy should be increased accord- 
ingly. 

The over-all advertising budget is 
also a consideration in determining 
costs. The art director may be given 
a percentage of the annual adver- 
tising budget to spend on art. This 
percentage, according to a survey 
by Art Direction, averages between 
10% and 12% of the entire budget. 
By figuring his costs on this basis, 
an art director may be able to pay 
more than a space cost percentage 
for a given photograph by cutting 
down on art costs on another ad. 


© Client and photographer reputa- 
tion 


Both the reputation of the client 
and that of the photographer affect 
the price range of any assignment. 
It may seem strange that the client’s 
reputation enters into it at all — 
but it does. General Foods and 
General Motors, which have been 
big spenders in advertising for a 
number of years, expect to pay top 
prices for top quality. It is true 
that they have the money to spend, 
but any advertiser who buys space 
and then scrimps on art costs may 
find that the entire expenditure will 


This article is adapted, with permission, 
from “Advertising Photography.” written 
by Mr. Pinney, and published by Hastings 
House, New York. 


Art & Photography °* 67 





TALENTED 
ARTISTS 
USE 
CRESCENT... 


ILLUSTRATION BOARD 
CHARCOAL BOARD 
BRISTOL BOARD 
T.V. BOARD 
COLORED DRAWING BOARD 
WATER COLOR BOARD 
MAT BOARD 


see your Crescent quality dealer... 


1240 N. Homan Ave./Chicago 51, Ill. 
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be wasted. Until the smaller ad- 
vertiser learns this, the status quo 
will undoubtedly continue to exist. 

It is infinitely easier to under- 
stand why the photographer’s rep- 
utation should have a direct bearing 
on the price. First of all, demand 
for his time and talent put him in 
the enviable position of naming his 
own price. The art director, know- 
ing the quality of the work he will 
get, is willing to pay that price. 

There is also a “name” value at- 
tached to a reputation. Irving Penn 
or Richard Avedon, for example, 
have a following and their name or 
style trademark “guarantees” an 
audience. 


® Geographical location 


Prices in photography, as in every 


commodity, vary in different sec- 
tions of the country. In New York, 
where the market is highly com- 
petitive, prices are much _ higher 
than they are in Colorado or Utah. 
Fluctuations in prices depend on 
the demand for talent, which in 
large cities far exceeds that in 
small towns. 


> There are two other factors which 
are usually taken into consideration 
in pricing photography. The first is 
the extent of the photographer’s 
creative contribution to the ad. If, 
for example, the art director works 
out the entire photograph, the 
photographer may be paid only for 
his technical skill in reproducing 
this on film. On the other hand, if 
the art director only suggests the 


@ This is c preliminary survey of prices currently quoted for the use of stock photographs by six 
leading photo agencies. Unless otherwise noted, it is for single color reproduction rights, transpar- 
ency to be returned immediately after publication. Black-and-white photographs average 33-1/3 % 
to 50% of color rates. Lowest and highest quotations are listed. 


Advertising, National 
Exclusive-all rights 
Exclusive-all rights 
Multiple Magazines 
Multiple Magazines 
Single full page 
Single full page 
Background use 

Advertising, Trade Paper 

Advertising, Trade Paper 

Annvol Reports 
Cover 
Cover 
Inside 
Inside 

Artist's Reference 

Billboards, 24 sheet 

Brochures 
Cover 
Inside 

Color used as b&w 

Display Cards 
National 
Regional 
Local 

Direct Mail 

Editorial, Magazine covers 
Inside 
Inside 

Encyclopedias 
Inside 

Books 
Cover jacket 
Cover jacket 
Inside 
Inside 
Frontispiece 
Foreign rights 

Package Design 

Greeting Cards 

Record Covers 

House Organs 
Cover 
Inside 

Presentation fee 

Slide film 
one time use 

Calendars 

TV Commercial, network 

TV Commercial, local 


color 
b&w 
color 
b&w 
color 
b&w 
color 
color 
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color 
b&w 
color 


b&w 


color, 


color 
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color 


color 
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color 


color 


color 
color 


b&w 


color 


color 
b&w 
color 
b&w 


color 


color 
color 


color 


color 
color 


color 


color 
color 


color, 
color, 


$650-$2500. 
250- 1000. 
500- 2000. 
350- 1000. 
500- 1500. 
250- 1000. 
350- 1000. 
100- 350. 


50- 150. 


Includes transparency 
Includes negative 
(Life, SEP, LHJ, etc.) 


(Life or SEP, etc.) 
(Life or SEP, etc.) 
Multiple magazines 


100- 
100- 
100- 
25- 
25- 
75- 


500. 
250. 
300. 
100. 
100 
1500 


b&w 


100- 
50- 


350. 


one-half color rate 


additional fee 


50- 
25- 


35- ; 
100- 1000. 
50- 200. 
25- 100. 


b&w 
b&w 
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NEKOOSA-EDWARDS PAPER COMPANY / Port Edwards, Wisconsin 


MILLS AT PORT EDWARDS AND NEKOOSA, WISCONSIN AND POTSDAM, NEW YORK 








The fastest (and most economical) 
way to get multi-color effects is to 
print in color . . . on colored stock. 
And to get the best results, your 
best bet is Nekoosa Offset. Nekoosa 
Offset, famous for its superb print- 
ability, gives you a choice of nine 
attractive colors. What are they? 
Ask your Nekoosa Paper Merchant 
for sample sheets . . . and you'll 
want to use all nine! 





general subject matter, the photo- 
grapher should be paid for his crea- 
tive contribution as well as for his 
technical skill. 

The second factor is deadline 
pressures. A photographer may be 
required to drop other work, dis- 
rupt his schedule, and even go with- 
out sleep in order to deliver the 
finished prints in an _ impossibly 
short time. The financial compensa- 
tion for this must be worked out 
between the photographer and the 
art director before the assignment is 
undertaken. 

The accompanying chart indicates 
the general price range paid for 
photography as revealed in a sur- 
vey conducted by the author. It is 
included here only as a guide, since 
prices are constantly changing. 44 


Ruler With Zero 
Center Manufactured 


A ruler with special “0” center 
said to eliminate errors in layout is 
being manufactured by the Poly- 
chrome Corp., Yonkers 2, N.Y. 

Made of stainless steel, the ruler 
features two measuring scales, a 
regular 1” through 24” in 1/16” 
graduations and the “0” center scale. 

Potential users include artists, 
draftsmen, architects, photographers 
and offset strippers. 

According to the manufacturers, 
the ruler has been designed to save 
time and labor and increase ac- 
curacy in preparing drawings, me- 
chanicals and offset flats ... any 
place where registration is a must. 


Picture-Business Card 
Latest From Kodak Co. 


Eastman Kodak has added a new 
business activity. The Rochester, 
N.Y., company is now in the busi- 
ness calling card business. 

Called Kodak Business Cards, the 
Eastman product combines tradi- 
tional text with a color photograph 
of the card’s owner. 

Available from Kodak dealers, 
the cards can be purchased in quan- 
tities of 100 or more. Announced 
price schedule is 20¢ each, in quan- 
tities of at least 100, plus a $15 setup 
charge. 

According to Kodak, “the cards 
are expected to be a valuable aid 
to professional people, salesmen and 
other representatives of business 
and industry. Besides commanding 
immediate attention, the card, when 
retained by the person to whom it 


is given, serves as a distinctive re- 
minder of the individual who left 
it, and his firm.” 

Cards have a glossy finish and 
are standard size. 44 


Colortronics Explained 
In Two-Page Brochure 


A two-page color brochure ex- 
plaining the Colortronic method for 
making Ektacolor prints using Log- 
Etronic equipment has been issued 
by Colortronics, Washington. 

Photographic samples are in- 
cluded, so you can compare the 
Colortronic automatically-dodged 
print against a conventional color 
print. According to the brochure, 
details lost in standard printing are 
retained in a Colortronics print and 
using the new method, no matter 
how many prints you require, you'll 
find quality and results are con- 
sistent. 

Copies of the brochure are avail- 
able. 


+ for more details circle 712, page 117 


Large Size Storage 
Cabinets Introduced 


New multi-purpose storage cab- 
inets in three extra large sizes are 
being marketed by the Foster 
Manufacturing Co., 140 N. 13th St., 
Philadelphia 7. 

They are designed for storage of 
art, negatives, proofs, flats, paper 
samples, blueprints, paper and card 
stock. The cabinets are sold in five 
drawer units and 10 and 15 drawer 
units with a base. 

Inside drawer measurements are 
of 54x42”, 64x50’ and 82x62”. In- 
side drawer height is 214”. 44 


Charko Board, Newest 
Product for Crescent 


Crescent Cardboard Co., Chicago 
has added a new product, Charko 
Board, to its line of artists’ illustra- 
tion boards and mat boards. 

According to the company, the 
new product is a fine quality char- 
coal paper laminated to a sturdy 
cardboard and is intended for pastel, 
crayon, charcoal and tempera ink 
drawings. It will be available in 
32x40” size and in three colors: 
Pompano Beach White, Mist Gray 
and Moss Point Green. 

Additional details are available 
from the company at 1240 N. Homan 
Ave., Chicago 51. 44 








GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
gl photos 

the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


et Oe 
8x10 GLOSSY PHOTOS 


Copy negatives of your prints, “ 65 
per negative. Samples, other sizes, 
Prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 
116-118 W. Ohio St. © Chicago 10, Illinols 
Dept. J-7 @ Telephone: Michigan 2-5651 


a ME 


= = BIG TRIAL KIT = 


8.95 Value for $1: 


Bargain introductory offer 
proves “Clip Book” art saves 
you time and money. Top 
quality ready-to-use art for ads 
printing, publications, direct 
mail, etc. Offset, letter- 
press, silk screen 


Many art proofs from “Art 
Director's Clip Kit” and 

“Clip Book of Line Art”— 
enough for dozens of paste-ups 
Satisfaction guaranteed—no 
obligation—no strings 

Merely attach $1.00 to your 
letterhead. (Only one to a 
customer—and new 
customers only.) 


Harry Volk Jr. Studio 


Pleasantville 1, New Jersey 


= PROJECTION ART 
Ready-to-use art on translucent stock for = 

ae projectuals. A specialized service for visual a 

= communications. Write above address for me 


samples, prices. 
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By Benjamin March 
Editor-in-chief 

Industrial Communications 
New York 


Many in public relations and pub- 
licity tend to think of themselves as 
experts in business photography; and 
as they do with so many aids to ef- 
fective communications, these “ex- 
perts” take photography for granted. 
But in truth, few are the p.r./pub- 
licity people who know and under- 
stand functional photography. As a 
result, each year literally hundreds 
of thousands of dollars are wasted 
on ineffective “weak sister” pictures 
that should never have crossed a 
photographer’s viewfinder. 

Using photography as a tool to 
help tell a story more fully or more 
dramatically is no black and mys- 
terious art, the secrets of which can 
be uncovered only by an initiated 
few. Learning to use photography is 
a simple matter and it is knowledge 
no publicist can afford to be without. 


>» Make no mistake: although there’s 
no mystery shrouding photography, 
confusion about it does exist in the 
minds of many. To solve this per- 
plexity, many a publicist, looking to 
a photographer for aid, says: “The 
photographer is the expert. I cer- 
tainly can’t tell him his business. 
Let him come up with the ideas to 
solve my problem.” 

The fallacy in this approach is 
obvious. Photography is indeed the 
publicist’s business: the p.r. man’s 
success as an effective communica- 
tor depends on the photographer’s 
producing exactly the right photo. 
And, “just right” pictures don’t 
“just happen.” 
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EFiow to Get the 


Pictures you want 


Even the best photographer 
needs guidance from the client, 


if he is to deliver quality. 


Like every sound public relations 
or publicity program, a good photo- 
graph is the end product of much 
thought. It takes only a fraction of a 
second to snap a shutter. Yet, if a 
dramatically effective picture is to 
result, behind that “flick of a 
finger” may stand hours of planning. 

Obviously, one of the keys to 
better photography is the photogra- 
pher himself, or, as is often the case, 
the photographic service which has 
selected him for the job. A good 
cameraman is more than a shutter 
snapper, he is a special breed of 
publicist, one whose tools are 
cameras and lenses. His job is to 
interpret visually the solution to a 
p.r. problem, then capture that solu- 
tion in a photograph. 


> How can the p.r. worker make ef- 
fective use of the “visual publi- 
cist’s” talents? A good place to be- 
gin: don’t ask the photographer to 
work alone in a vacuum; instead, 
work with, through and for him or 
the service representing him, guid- 
ing his efforts. 

Then, before a photographic as- 
signment is made, list (if only men- 
tally) the objectives of the project. 
Make goals realistic and keep the 
approach positive. 


> Starting with a clear concept of 
exactly what is wanted means more 
efficient use of time and money. 
What’s more, after the assignment is 
completed, the same objectives serve 
as a set of standards by which to 
judge results, and as a working 
guide for future photographic prob- 
lems. 

Hiring the “best” available pho- 
tographer or service is the next step 


in the campaign to make your pho- 
tography dollars work harder. 
“Best” does not necessarily mean 
“highest priced,” though this is 
often the case. For our purposes, 
“best” always means the photog- 
rapher whose background and ex- 
perience makes him suited to solve 
the type of problem you face. 

For example, it would seem some- 
what arbitrary to hire a specialist in 
children’s photography, when your 
problem is to produce pictures of 
the newest model flowing from your 
client’s assembly line. Illustrating 
business magazine feature articles is 
still another problem, requiring still 
a different approach. Here the pho- 
tographer must be able to direct and 
sometimes create photographic situ- 
ations. It is his task, also, to capture 
(or simulate) naturalness and real- 
ism inherent in the photographic 
situation. 


> Where can you find this “best 


—_—_ 


Long Distance Photography .. . This 
photo, by Allan Gould, was taken in 
Fort Lauderdale, Fla., for Rumrill Ad- 
vertising, Rochester, N. Y. 





available” photographer? Looking 
for him can be like looking for the 
best available physician . . . opin- 
ions of photographers’ and doctors’ 
capabilities and limitations are as 
varied as the number of people of- 
fering them. 

There is a best way to “match the 
man to the job” simply and success- 
fully—by using a photographic serv- 
ice whose reputation is built on 
quality and the ability to meet pho- 
tographic deadlines. Generally, the 
better services are willing to dis- 
cuss your problems and then make 
objective recommendations. They 
will select for the assignment the 
man in the assignment locale whose 
background and experience are best 
suited to solve your problem. 

When selecting a photographic 
service, look for one in which you 
feel you can place your trust plus a 
range of services that includes a na- 
tionwide network of recognized pro- 
fessional photographers backed by 
editorially experienced supervisors 
who will make and follow through 
on all assignments. 


> A lensman’s ability to “build” nat- 
ural photographic situations stems 
from a full knowledge of the publi- 
cist’s client’s problems. 

Logically, briefing the photogra- 
pher or photographic service is the 


next phase in your “better photog- 
raphy” program, telling them every- 
thing that could bear—even remote- 


ly—on the assignment. This in- 
cludes, in most cases, the nature 
of the story planned, the problems 
involved in developing this story, 
why the story is important to the 
client’s over-all public relations 
goals—in short, brief them until 
they know the “story behind the 
story.” 

A good example of the kind of fill- 
in that makes for better pictures is 
illustrated by the material we at 
Industrial Communications developed 
for one of our clients, a p.r. agency. 
Excerpts from I. C.’s data sheet to 
its field photographer follow: 


Nature of Assignment: required is a set 
of pictures illustrating XYZ' Company’‘s 
distributor operations in Detroit. This as- 
signment is for the company’s p.r. agency 
and will be used to illustrate an article 
for “Business Week,” and for future arti- 
cles in the vertical and broad horizontal 
trades. Remember, BW likes 35mm, exist- 
ing light pictures, with lots of people, 
movement, and action. 


Background: XYZ's distributing organ- 
ization in Detroit is unique ... hence the 
magazine's interest. The photographs you 
bring back should describe and illustrate 
the distribution set-up, and also the uses 


Publication Photo 
This ice rink 
entrance, 

taken for 

Sargent & Co. 

by Mort Schreiber, 
was one out of a 
series for the 
company’s external, 
“Architectural 
Beacon” 


to which the company’s customers have 
put the equipment (especially in the ma- 
rine field . . . where the client needs spe- 
cial promotional help. You may run into 
problems in the marine area; however, 
this is one of the client’s prime markets, 
and it is well worth any required extra 
effort.) Also remember the client feels his 
product appeals to the entire family, so 
keep decolletage out. 


> A second data sheet for another of 
I. C.’s p.r. agency clients explains, 
in part: 
. .. the item to be photographed in actual 
use is a test product ... upon national 
introduction, it will be publicized heavily. 
Any situations you see which you feel 
may add to this later publicity effort 
should be covered. Another problem to 
remember to look for wholesalers’ angles, 
since better trade relations is one of the 
client's goals. . . . Enclosed is the new 
product literature recently prepared. Study 
a 

With such comprehensive data, the 
photographer is equipped both to 
direct and create situations which 
illustrate fully all the problem 
points. 


> Among top-flight professional pho- 
tographers it is almost axiomatic— 
there is more than one solution to 
each photographic problem. Follow- 
ing this theory, most photographers 
attempt to solve each problem situa- 
tion in a number of creative ways. 

This technique is called over- 
shooting—for every picture he 
wants, the lensman may make five 
or more exposures. He may vary 
lens openings and shutter speeds. 
He may shift angles. He may try 
to capture his subject in a variety 
of moods. In other words, the pho- 
tographer recognizes that film is 
the least expensive thing connected 
with photography. Since each pho- 
tograph costs only pennies, and re- 
takes made necessary by failure to 
get the right picture mean dollars, 
the photographer takes the logical 


course and spends the pennies. Fur- 
ther, retakes are not always possi- 
ble. Situations change and quite 
often a picture that was lost can 
never be recaptured. 

Obviously, it is to the publicist’s 
advantage to encourage overshoot- 
ing. Then, when the results are in, 
he can be in the happy position of 
selecting the best solution to his 
problem. 


> There are a number of areas in 
which the publicist should think 
twice before injecting his thinking 
when working with a professional 
photographer. Chief among these 
is the type of equipment to be used 
on the assignment. 

All too often (and as often erro- 
neously) publicists insist upon a 
photographer using a 4x5 or 5x7 
camera with flash, as opposed to a 
miniature camera used with exist- 
ing light. There are situations in 
which each camera, large or small, 
has an edge. Small cameras in the 
hands of competent professionals 
can tell a story with persuasive 
realism. Big cameras are at their 
best when recording detail. It’s ob- 
vious, then, that the nature of the 
assignment should dictate choice of 
equipment. 

In support of the case for small 
cameras, consider the question of 
architectural photographs. For many 
years, it was believed that archi- 
tectural photos could be made only 
with large cameras. Yet, Mort 
Schreiber, uses two small cameras, 
(Leica and Rolleiflex) and existing 
light to produce all the architectural 
photos in Sargent & Co.’s external 
company magazine devoted to archi- 
tecture. According to Mr. Schreiber, 
he gets clear, sharp pictures every 
time that hold the detail while giv- 
ing him the naturalism of the situ- 
ation. 

The responsibility for selecting 
equipment to do a given assignment 
is the photographer’s. As a profes- 

- continued on p. 76 
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“Two-Bit Performance” 
+ . i 2 
2,000 


Remembered 
Read Partially 
Read Most 


NRC Equipment Company’s advertising agency, onmntoe 

S. Gunnar Myrbeck and Co., Inc. says the main 
illustration provided by UPI’s Commercial Photog- elaine eit 
raphy Division played a major role in creating this A Subsidtary of Notional Research Corporation 
ad which earned such phenomenal readership... 

twice that of nearest competitor. \ 


\ 


ADVERTISING ILLUSTRATIONS e PRODUCT PHOTOGRAPHS 
e FIELD PHOTO and USER REPORTS « COLOR PHOTOGRAPHS 
PUBLICITY and EDITORIAL PHOTOGRAPHS e TELEPHOTO 
TRANSMISSIONS « PRODUCT APPLICATION PHOTOGRAPHS e 
STOCK PHOTOGRAPHS e« SPECIAL PHOTO ASSIGNMENTS 
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UPI CASE HISTORIES Put More 
“SELL” in Ads and Sales Promotion 


John G. Kasten, Marketing Director of S. GUNNAR MYRBECK & COMPANY, INC., 


QUINCY, MASS., ADVERTISING AGENCY, states— 


“‘We consider the Case History Reports from UPI’s Commercial Photog- 
raphy Division to be the backbone of industrial promotions. It costs us 
less for the UPI report than we would have to invest in time and trav- 
eling to do this work ourselves. The material puts sell in ad copy that 
moves readers. We know from more than 20 years’ experience that com- 
pany salesmen cannot secure the kind of information we need. 


“UPI has proved to us that they have the techniques to open doors 
and to secure the type of information we need and the illustrative 
photographs to back up the story.” 


Wilbur G. Small, Advertising Manager of NRC Equipment Corp., reports— 
“The multiple uses of UPI Case History material makes this effort 
one of our most profitable promotion investments. We utilize the reports 
and photographs in our ads, data sheets, house organ, and even in the 
annual report of our parent company.” 


FIELD PHOTO and USER REPORT SERVICE 


The use of UPI’s Commercial Photography Division lends prestige to 
your case history coverage . . . opens doors to convincing testimonials 
through interviews with top level executives . . . gets you authenticated 
facts backed up by top quality photos of your product in use...and signed 
releases. UPI’s Commercial Photography Division can offer its services 
at moderate cost—usually much less than any do-it-yourself method— 
because, with professional reporters and photographers in principal 
cities throughout the U.S. and the world, there is almost always one 
reporter-photographer team nearer the story location than you are. 
This means reduced time and travel costs. 
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sonial, he has made a substantial 
investment in equipment... each 
piece designed to perform a specific 
function. According to George 
Woodruff, the man who “shot” the 
historic photo of MacArthur and 
Truman meeting at Wake Island: 
“No one camera can do every job. 
On some jobs I use a Hasselblad 
and vary my shots by interchanging 
lenses. When I’m shooting for Busi- 
ness Week, it’s strictly 35mm and I 
use two Contaxes and half a dozen 
lenses ranging from extreme wide 
angle to telephoto. If a big camera 
is required, I use either a 4x5 Plau- 
bel or one of three Graphics.” 

Mr. Woodruff, in typical under- 
statement, sums up his feeling, say- 
ing, “I’m in the best position to de- 
cide what’s needed. And if my dozen 
cameras and 20 odd lenses can’t 
take care of the situation, I'll rent 
the special equipment I need.” 


> Like wine or women, “good” 
photographs may mean many things 
to many people. Granted, taste is 
one important factor in selecting 
good pictures. In addition, there are 
a number of established criteria 
which can be used as guides in 
selecting functional photographs. 


Pre-Cut Boards, Flaps 
Mats Offered by National 


Pre-cut illustrated board, flaps 
and mats that match each other are 
being marketed through dealers by 
National Card, Mat and Board Co., 
Chicago. 

This flapping system for commer- 
cial artists is called Flip-Flop-Flap. 
To use the system, the artist re- 
moves a strip of pressure-sensitive 
tape from the pre-cut flap, attaches 
it to the pre-cut illustration board 
and folds the flap over the board. 
According to the company, this 
method eliminates all cutting, meas- 
uring, gluing and trimming. 

The flaps are made of quality 
cover stock and scored for easy 
flapping over the illustration board. 
They are available in blue, gray 
and ecru. The pre-cut illustration 
board is the Hi-Art brand and is 
cut to match the flap sizes. It is 
available in three sizes, 12x15’, 
15x22” and 20x30’. There are two 
thicknesses available in each board 
size and three different surfaces in 
each thickness. The pre-cut mats are 
cut to conform to the flap size also. 
They are available in colors match- 
ing the flap, as well as white. 

The system also includes enve- 
lopes which match the colors of the 
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® Angle: select the point of view 
that shows, better than all others, 
your product or service. 


® Movement: natural action—a 
hand moving, a wheel spinning— 
adds interest to any picture (look 
for natural activity, i.e., people in- 
tent upon their work). 


® People: to give a picture depth 
and to attract the viewer, put peo- 
ple in your pictures. 


® Lighting and background: make 
sure lighting is simple and not flat; 
backgrounds also should be simple 
and low lit—unless the background 
adds to the story, it should be out 
of focus. 


® Mood: select pictures that capture 
the feeling of your client’s place of 
business, such as the glow of a fur- 
nace or the shower of sparks from 
a grinding wheel. 


® Contrasts: select photographs 
with rich deep blacks, detailed high- 
lights . . . this is to insure better 
reproduction at the halftone stage. 


Succinctly, a good picture is one 
that tells your story, as you want 
it told, at first glance. 44 


flap. They are made of the same 
cover stock as the flaps. They can 
be used for carrying, mailing or 
filing layouts and finish artwork. 
They are large enough to easily 
accommodate layouts, artwork, copy 
etc. 

Details are available from Na- 
tional, 4318 Carroll Av., Chicago 
24. 44 


Tecnifax Corp. 
Issues ‘Visucom’ 


Visucom, a new publication is- 
sued “in the interest of visual com- 
munications,’ has been published 
by the Tecnifax Corp. 

The first issue contains articles 
on diazo-tinting, visualizing with 
graphs, lettering the projectual and 
allied subjects. 

Copies are available. 

+ for more details circle 713, page 117 


Sheet Hangers, Racks 
Marketed by Plan Hold 


Sheet hangers for vertical filing 
of blueprints, maps, plans, tracings, 
etc., featuring heavy duty press 
board with a self-adhesive strip 
already applied are being marketed 


by the Plan Hold Corp., 5204 Chak- 
emco St., South Gate, Cal. 

The self-adhesive hangers, avail- 
able in 18 and 36” sizes, can be cut 
to lesser lengths with ordinary 
scissors. 

The company has also introduced 
a new, adjustable-size rack that 
will accommodate 150 hangers of 
any length up to 36”. 

Details are available from the 
company. 44 


File for Rolled Maps 
Offered by Scott-Rice 


If you have difficulty in finding 
a neat solution to the problem of 
filing rolled maps, drawings and 
prints, Scott-Rice Co., 610 S. Main 
St., Tulsa, Okla., has a product that 
may be of interest to you. 

Called the Scottie map bin file, 
it consists of a heavy gage steel bin, 
22x9x273g” in baked enamel finish 
fitted with 40 cardboard tubes. 

Price is $33 and includes a plastic 
dustproof cover. 44 


High Contrast Film 
New From Polaroid 


A high-contrast transparency film 
that produces black and white slides 
in 10 seconds has been announced 
for use with Polaroid Land cameras. 

Designated as Type 146-L Pola- 
Line Projection Film, the high-con- 
trast material is ideal for copying 
charts, graphs, line and engineering 
drawings, book pages, newspaper 
tearsheets and other tabular-type 
artwork where sharp black and 
white contrast with no middle gray 
tones is desired. 

Suggested: retail value is, accord- 
ing to the Polaroid Corp., $3.49 per 
roll. 44 


CM&H Releases 4th 
Illustrators Series 


The fourth in a series of bio- 
graphies and sheets of work of lead- 
ing illustrators is being offered by 
Collins, Miller & Hutchings Inc., 
Chicago photoengravers. 

The current series shows the work 
and tells the story of Dale Nichols, 
George H. Jones, Earl Gross, George 
McVicker, and Tom Dunnington. 

The program is part of an effort 
by CM&H to “promote print adver- 
tising in national magazines and 
newspapers.” 

. for more details circle 714, page 117 





by 
The old-line boat manufacturer who will launch 
red-hot campaigns in mid-winter to help you 
sell boats long before the ice is out! 


The old-line boat manufacturer who now has 
brilliantly revitalized to give you the biggest the greatest resources in the outboard field - 
and most profitable line in the business! and the strongest dealer program ever! 


Third of a Series . . . This mailing piece, which traveled as a 


paign. The first drawing went out by itself; then the second 
8Y%4x5%2”" self-mailer, went out half-way through the cam- 


was added; then a third, etc. 


A low-cost campaign 
to build attention 


Here is an example where ingenuity 
substituted for a high budget, and where artwork 


did multiple duty in a multiple campaign. 


A pre-show direct mail campaign 
which drew interest from the deal- 
ers and profits for the manufactur- 
er was the “You Know” teaser pro- 
motion launched by Wagemaker 
Co., Cadillac, Mich. 

Low in cost and simple in design, 
Wagemaker’s teaser campaign was 
built around curiosity, reiteration 
and good planning. Designed to 
bring the dealers out to the Chicago 
Outboard Boating Club, the cam- 
paign started six weeks before the 
show. 

Built around the premise that a 
giant (Wagemaker) had arisen in 
the industry, six mailing pieces— 
featuring a giant cartoon figure in 
situations rather reminiscent of 
Gulliver’s Travels—were prepared 
for the dealers. 


> Copy was of the teasing variety 
with “You Know .. .” headlines 
and no manufacturer identification. 
The first mailing piece—a _ single 
sheet—read: 

“  . . the old-line boat manufac- 
turer being brilliantly revitalized to 


give you the biggest and most 
profitable line in the business!” 

The second mailing piece was a 
folder which opened to a spread. 
The left half repeated both the 
cartoon figure and the copy of the 
first mailing while the second half 
showed the giant in a different situ- 
ation with copy reading: 

“You Know ... the old-line boat 
manufacturer who now has the 
greatest resources in the outboard 
field—and the strongest dealer pro- 
gram ever!” 

The third mailer contained three 
panels with the first and second be- 
ing repeats of the first two mailers 
while the third panel contained a 
new cartoon, new copy, but the 
same “You Know .. .” headline. 


> This repeating theme continued 
throughout the campaign with each 
mailing piece repeating the other 
pieces and adding one original pan- 
el. In the sixth mailing piece, Wage- 
maker identified itself. 

To add curiosity and _ interest, 
Wagemaker had each of the mailing 


Giant in Person . . . To spice up the 
company’s exhibit at the boat show, 
Henry Hite, 8’2’, played the part of the 
giant. Here he is with account executive 
Donald H. Bratt, a puny 5/8”. 
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nanimous 


Well practically! Folks who have really 
explored the many advantages and 
possibilities of Fotosetter composition 
in relation to their particular needs 
have almost unanimously found that 
here is a method of setting type that is 
truly revolutionary. Why don’t you 
find out just how you can benefit? 


Write today for further information. 


WARWICK TYPOGRAPHERS 


920 WASHINGTON AVE.,ST.LOVUIS1, MO. 


Serving 43 states overnight air delivery to your 








ray, 


CLIPPER gremey 7 


ART SERVIC 


‘Sp Here is the one art and layout service 
that provides ALL OF THE TOOLS for effective 


layouts from idea to completed paste up. 


$ O@ to cover mailing 
=== cost brings you 


— The Complete Current Issue 


This issue is yours to use and keep, with no 
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strings attached — our way of saying “try it 
and benefit’. No obligation. No salesman. 
Due to its expense, this opportunity must 
be limited to those who have not received 
@ free issue in the last six months. 

Attach one dollar to letterhead and mail today to 


pieces mailed out from a different 
location . each of which was 
well-known in the trade as an op- 
erational base for a boat manufac- 
turing company. 

For instance, 


1. ... was postmarked from Little 
Falls, Minn., which pointed to the 
possibility of the mailing being from 
Brunswick Boat Div., Brunswick 
Mfg. Co. or Crestliner Inc. 


2. ... Peshtigo, Wis. — Thompson 
Bros. Boat Mfg. Co. 


3. ...Grand Prairie, Tex. — Lone 
Star Boat Co. 


4. ...Old Town, Me. — Old Town 
Canoe Co. 


5. ... Pompano Beach, Fla. — Chris 
Craft Corp. 


The sixth and last mailing was 
sent from Wagemaker’s own loca- 
tion, Cadillac, Mich. 


> Wagemaker didn’t wait until the 
campaign was over to test the effec- 
tiveness of the campaign. With the 
4th and 5th mailings, reply cards 
were attached with copy which 
read: 

“O.K., you say I know, so tell me. 
Who’s the boat manufacturer with 
so much to offer me for 61? Let me 
have the facts on those promises 
you’ve been making!” 

The reply cards were addressed 
to Aves, Shaw & Ring Inc., Chi- 
cago, Ill., an address which, while 
foreign to the boating industry, was 
actually the Chicago office address 
of Wagemaker’s Michigan advertis- 
ing agency. 

This test proved the campaign 
worthwhile. Of 3,568 marine deal- 
ers who received the mailings, 402 
replied within two weeks showing 
the promotion was pulling a healthy 
11 plus per cent return. All of these 
cards were forwarded daily to 
Wagemaker in Cadillac and letters 
of reply were sent from the factory 
the day the cards were received. 


> Having established the effective- 
ness of the campaign, Wagemaker 
followed it up at the boat show with 
a 12’ cut-out of the giant for a 
booth display and posters which 
were featured on each of the com- 
pany’s new boat models. 

As the final touch to its “giant” 
promotion, Wagemaker hired Henry 
Hite, sometimes billed as _ the 
“world’s tallest man,” to represent 
the company during the boat show. 

Mr. Hite, measuring 8’2”, weigh- 
ing 280 pounds and wearing size 
22 shoes, strolled from one end of 
the International Amphitheatre to 





the other costumed as Wagemaker’s 
cartoon giant. 

As a booth attendance booster, an 
offer was made to photograph all 
marine dealers with the live giant 
at the booth. Over 500 Polaroid 
photos were made. 


> Judging by the cards in the mail 
and the comments at the show, 
Wagemaker considered its giant 
promotion a giant success. 44 


Market Research Report 
Probes Negro Market 


A new series of market research 
reports on the 20 billion dollar 
American Negro consumer market 
has been published in the current 
combined of “American Negro Ref- 
erence Guide” (March, April and 
May 1961). 

The first, “Focus on the Negro 
Consumer Market,” by Thelma T. 
Gorham, reports on trends and pat- 
terns of radio programming for 
Negro audiences in 36 states. 

Mrs. Gorham, a former assistant 
professor of journalism at Lincoln 
University, Mo., reports on the 
growth of the social and economic 
status of the Negro American in the 
past two decades and the resulting 
trend toward marketing awareness 
in the radio industry. 

Specific station case histories are 
given in this report plus descrip- 
tions of steps taken by companies in 
public relations and promotion pro- 
grams to appeal intelligently to this 
market. 

The 35-page edition also contains 
a revision of World Mutual Ex- 
change’s “1960-61 Directory of U.S. 
Negro newspapers and magazines” 
plus selected excerpts from “The 
Negro Press Re-Examined” by Dr. 
Maxwell R. Brooks, a leading au- 
thority on the Negro press. 

Copies of the report are available 
at $2 per copy from World Mutual 
Exchange Inc., 203 W. 138th St., 
New York 30. 44 


Fresh Thought Approach 
Found in Drey Folder 


A fresh look at your direct mail 
is available in the latest issue of 
the Walter Drey newsletter. 

In this one, “Thoughts on 20th 
Century Direct Mail Activities,” Mr. 
Drey, a mailing list consultant him- 
self, veers from what he calls a 
“Tweedle Dum — Tweedle Dee” 
discussion of mailing list procedures 


Wr 
© reer 
MAIL WC 


JERRY 
YouNne 


OK. I can see how we could get our 

plumbing contractor list mixed up 

our cosmetic retailer list. It’s that 
45% response that baffles me. 


to a fresh analysis of the only real 
selling tool in direct mail, the copy. 
Cutting through the fluffy foam of | 
envelope colors and type sizes to 
the clear brew, the Drey folder | 
nails down the successful ingre- | 
dients of a sales pitch as follows: | 


© Self Appeal .. . The idea of self- | 
improvement or success 


e Sex Appeal... The idea of what | 
will make one more attractive to the 
opposite sex 


e Soul Appeal . . . The idea that 
individual souls are part of the soul 
of humanity 


e Snob Appeal ... The idea that 
keeping up with the Jones is im- 
portant 


e Stimulus Appeal . . . The idea 
that man needs variety to stimulate 
the five senses 


These five basic sales appeals, says | 
the Drey folder, can become the | 
basis of good selling words in direct 
mail campaigns. 

- for more details circle 715, page 117 


Desk-Top Postage Meter 
Designed by Pitney-Bowes 


A new compact model of the 
Pitney-Bowes postage meter ma- 
chine has been introduced as the 
first desk-top and the first one de- | 
signed to grow with the user’s of- | 
fice. 

Described by the company as | 
smaller than a standard typewriter, | 
Model 5400 seals, stamps and stacks | 
letter mail in one operation plus 
issuing a meter stamp on wet or dry 
gummed tape for parcel post or 


bulky envelopes. It prints any de- | 


YOUR 
DIRECT 


MAIL CAMPAIGN 
PROPERLY — REACH 
INDIVIDUALS, NOT 
TITLES OR 
FUNCTIONS! 


Titles vary from com- 
pany to company. 
When you mail to a 
company name witha 
title line, the possibil- 
ity of reaching the 
right individual is re- 
mote. 


Besides that, national 
surveys show that at 
least five manage- 
ment and operating 
executives are in- 
volved in major indus- 
trial purchases. Reach- 
ing and convincing 
every one of these im- 
portant individuals, at 
the same time, speeds 
up a sales decision! 


That's why McGraw- 
Hill's specialized in- 
dustrial mailing lists 
are built to contain the 
names of all key men 
in the companies you 
want to reach and sell. 


For complete information, write to: 


McGRAW-HILL 

MSG UE Ale) 
330 WEST 42nd STREET 
A et GT Ae A 
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International Paper's “Send me a man who reads!” series is 


now in its second year. 


Letters are pouring in by the thousands from every state of the 
union. They come from university presidents, newspapermen, 
corporation heads, publishers. They say “congratulations,” ‘‘out- 


standing,” “thank you.” 


\lmost a million reprints have been sent to parents, librarians, 
editors, personnel managers—all who request them. They are 
tacked up on bulletin boards. Displayed in store windows. Dis- 
tributed in classrooms. Given to members of sales forces and 
executive training programs. 

Recognition has followed response. The series received the 
Saturday Review Award for Distinguished Public Service Adver- 
tising in 1960. The June, 1960, advertisement has been chosen 
as one of the “Hundred Greatest Advertisements in the Reader's 
Digest” for 1955-1960. The campaign has been featured in edi- 
torial columns in leading newspapers and trade publications. 

The series will continue to appear in Reader's Digest and 
Fortune through 1961. Practical advice about reading is now 
included in each advertisement. The response to this campaign 


speaks volumes, we feel, for the vitality and power of the printed 
word. We are delighted. 





“Send me a man who reads!” 


What do vou think is the most profitable habit you can 


develop? Research by International Paper on the read- 


ing habits of architects suggests an excellent answer. 


GREAT building is an expression 
A of the artist’s entire life, thought 
and vision. What makes one man’s vis- 
ion reach beyond the horizon? Our re- 
search study offers a clue. 

We studied the reading habits of 100 
Fellows of the American Institute of 
Architects. A Fellow is an individual 
acclaimed by the Institute for out- 
standing work. In a week, this group 
averaged almost 314 non-architectural 
magazines per man. 

Then we interviewed 100 members 
who have not been designated as Fel- 
lows. This group read only 214 general 
magazines per man. In one month, 
they spent a total of 477 hours on 
books. Compare this with 777 hours 
for the Fellowship winners. The impIli- 
cation is as Clear as print: 


Men who read more achieve more. 


In this country today, there is an 
unprecedented demand for informa- 
tion. Publications that meet this de- 
mand with editorial vitality and in- 
tegrity are enjoying record-breaking 
circulation growth. 

Every year, over three billion mag- 
azines are delivered to stores, news- 


stands and homes. They cover every 


conceivable subject— with impact. 

Turn the pages of any good general 
magazine. Bold headlines rivet your 
attention to a peace conference, an 
earthquake, a discovery in medicine. 
Brilliant color photographs illumine a 
young lady’s first dance, a child's first 
step—or the implacable stride of oxen 
pulling a plow. 


Do you start a book—and then lose interest? 


Friends may recommend a book, but 
this does not mean that you will enjoy 
reading it. Here are two ways to find 
books that suit your taste: 

One: Show your librarian a list of 
books you enjoyed reading. She will 
find other books you'll like. 


Two: Read every book review in every 


magazine and newspaper you can lay 
your hands on. Eventually, you will 
know which reviewers have something 
to say to you, in particular. 


Free Reprints. Write Box 10, Fduca 
tion Department, International Paper, 
220 East 42nd Street, N. Y. 17, N. Y., 
for free reprints of this advertisement. 


© International Paper Company 1961 
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PROFIT BY THE EXPERIENCE 


of hundreds of Important Organiza- 
tions who call on us to compile spe- 
cial lists for Sales Promotion, Public 
Relations, Salesmens Leads, etc. 


SELDOM IF EVER 


are we able to build a large enough 
and comprehensive list for Persua- 
sion by Mail. 

UNLESS 


we make our selections from a num- 
ber of up to date Published Direc- 
tories in our Library taking care to 
eliminate duplications. 


FOR INSTANCE 
175,000 BUSINESS 
EXECUTIVES AT HOME ADDRESS 


The compilation was made not by 
copying names from one Directory 
but we selected names from the fol- 
lowing directories: 
Dun & Bradstreet’ 
Million Dollar Directo 
Poor's Register 
Who's Who in Aviation 
Who's WI n Commerce 
and Industry 
Who's Who in Engineering 
Who's Who in Insurance 
and also included names we selected 
from Ivy League Alumni Rosters 
whose Business Affiliation and _ in- 
terests was indicated. 
WRITE US 
for specific information and prices. 


WALTER DREY, INC. 
Mailing List Consultants 
257 Park Ave. South, N. Y. 10, N.Y. 
333 N. Michigan Ave., Chicago 1, Ill. 


BRODIE’S “FAMILIAR QUOTATIONS” 


Talk to Him of Jacob’s Ladder and 
He would Ask the Number of Steps. 
Wm. Shakespeare 


of steps? Hasn't counting been going on 
from time immemorial? Lookit the Dempsey 
Tunney Long Count . . Missile Count Down 
. - Orville Hodge's Mixed up Count . . Elec- 
tion Judge's Wrong Count AND Brodie's 
practically almost 100%, Accurate Count. 
So . . if you've got 100 forms to be printed, 
or, | million circulars to be mailed, try us. 
We've got a sneaking hunch you'll like the 
way we do things. 
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nomination of postage from 4c to 
$9.9914 in a single meter stamp. 

The “room-to-grow” feature is an 
optional envelope feeder, which is 
detachable and fully automatic. “It 
enables us to offer users a choice 
between automatic and semi-auto- 
matic mailing in the same machine,” 
vice president Elwood M. Davis ex- 
plained. 

The basic machine is designed for 
low or moderate mail volume and 
such occasional peak mailings as 
monthly statements. But for more 
frequent peak mailings, or as office 
mail volume grows, the envelope 
feeder can be added for fast, auto- 
matic postage metering. 

Additional features of the new 
model include easy date-changing, 
line-of-vision register; automatic 
sealing of envelopes; automatic 
parcel post tape dispensing, and a 
stacker that holds up to 40 letters. 

Complete information can be ob- 
tained from Pitney-Bowes Inc., 
Stamford, Conn. 44 


Rental Postage Meter 
Described in Folder 


An illustrated folder describing 
“Postalia,” a lightweight postage 
meter available on a rental plan, 
has been released by the Tele- 
Norm Corp., New York. 

The meter weighs just five pounds 
and is capable of printing directly 
on any size package with stamps in 
value up to $9.99 in one imprint. 
Major advantages include. 


® interchangeable ad plates 

® total identification 

@ guard against double-printing 
@ safety lock 

® automatic cut-off. 


The back page of the folder shows 
other models in the same postage 
meter line. 


- for more details circle 716, page 117 


New Letterhead Ideas 
Shown by Idea Art 


A sample kit of its 1961 pre- 
printed letterheads has been re- 
leased by Idea Art, New York. 

Designed for sales promotion pur- 
poses, the 84x11” letterheads fea- 
ture color cartoon drawings with 
appropriate head-lines printed on 
white stock. 

The ideas shown in the new let- 
terheads cover a variety of situa- 
tions including new product special 


sales, contests, seasonal announce- 
ments plus many more. 

Prices for the letterheads are 
given as $16.50 per 1,000 in lots of 
20,000; $3 per 100 in lots of 200 to 
900; 5¢ each for orders of less than 
200. 

The kit of 45 sample letterheads 
is available for $2 from Idea Art, 
30 E. 10th St., New York 3. 44 


Catalog Shows Ideas 
In Mailing Devices 


A complete catalog of envelopes 
and business mailing devices has 
been published by Direct Mail En- 
velope Co., New York. 

All stock items, ready for ship- 
ping, the items in the catalog in- 
clude a selection of envelopes rang- 
ing in size from 14%x1%” to giant 
ones measuring 22x27”. 

Also included is the company’s 
line of special format self-mailers 
for direct mail sales campaigns. 
Complete specifications on _ sizes, 
layout, prices, stock and size are 
listed for each item shown. 

- for more details circle 717, page 117 


Taylor-Merchant Has 
New Minipix Division 


The development of a _ newly 
formed division to handle Minipix 
stamps has been announced by Tay- 
lor-Merchant Corp., New York. 

Designed for use in mailings, the 
Minipix stamp features a product 
color picture reproduced from the 
customers’ own 35mm transparency. 

Produced on gummed Kromekote 
stock, the stamp can “piggy-back” 
free on letters, mailings, envelopes, 
etc. Minipix is available in several 
sizes. Full list prices are included in 
a color brochure showing a variety 
of applications for the stamp. 

- for more details circle 718, page 117 


Market Penetration Plan 
Explained in DMCP Booklet 


A new plan for achieving greater 
direct mail results is explained in 
a 38-page booklet, “Total Market 
Penetration,” released by DMCP 
Associates Inc., Toledo, Ohio. 

Commenting on the new plan, 
James J. Curtin, DMCP president, 
said: “The plan eliminates guessing 
at the person to whom a sales mes- 
sage must be beamed. 

“Instead,” he pointed out, “the 
system uses past experience to build 
future sales operations. For ex- 
ample, all inquiries from a com- 





pany’s direct mail, publicity, space 
and other types of advertising are 
gathered and analyzed. Inquiries 
are tagged by type of source and 
are assigned code numbers. This 
isolates the area of interest for the 
sales manager. 

“The plan is fool-proof for help- 
ing sales managers get the most 
mileage from their sales promotion 
dollar,” he concluded. 

The TMP booklet points out that 
three out of four salesmen calls are 
unprofitable; seven out of ten are 
made on the wrong man; 80% of 
all sales are brought in by only 20% 
of the sales staff; distributors and 
retailers often do not push lines 
hard enough, and sales departments 
must constantly meet competitors 
who are launching new products. 

Under the TMP plan, analysis is 
made of the business categories in 
which sales people are calling to 
find specific sales targets. When the 
research is completed, the booklet 
points out, the sales department is 
told how many companies of each 
type of business it is selling; how 
many more there are to sell and the 
percentage of its total market. 44 


Guaranteed Mailing Lists 
Listed by Ahrend Inc. 


Selected mailing lists, with 100% 
accuracy guaranteed, are listed in a 
new catalog available from Ahrend 
Associates Inc., New York. 

List categories include agricul- 
ture, contractors, executives, institu- 
tions, manufacturers, professionals, 
retailers, jobbers, wholesalers and 
distributors. 

Also included in the Ahrend cata- 
log is a description of the direct mail 
services offered by the company. 

Copies are available. 

- for more details circle 719, page 117 


Discount House Directory 
Covers 1,000 Outlets 


The 1961 Directory of Discount 
Houses, containing listings of over 
1,000 discount and self-service de- 
partment stores in the United 
States, has been released by Na- 
tional Research Bureau. 

Included in the 165-page direc- 
tory is a list of over 50 chain head- 
quarters of leading discount and 
self-service department stores. 

Price of the 1961 edition is $25. 
It is available on a 10-day free in- 
spection plan from the National Re- 
search Bureau Inc., 415 N. Dear- 
born St., Chicago 10. 44 
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TAG for Turnover! 


It’s not a gamble or a guess. It’s a fact, the odds 
for turnover of tagged merchandise are three or 
four to one better than for non-tagged. 

Your rate of turnover may be increased even 
more with quality tags from Cupples-Hesse. 
Experience in creative ideas, graphic design, and 
production make the difference. 

To build sales enthusiasm for any product from 
an abacus to a zither, use tags created by 
Cupples-Hesse. For samples and prices, call your 
local Cupples-Hesse representative. 


CONSULT YELLOW PAGES UNDER “TAGS” OR “ENVELOPES” 


Cupples-Hesse Company 


DIVISION OF ST. REGIS PAPER COMPANY 


St. Louis 15 Detroit 16 Des Moines 13 
4100 N. Kingshighway | 3633 Michigan Ave. | 1655 E. Madison Ave. 
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According to Mr. Bensen: ‘‘The soft drink busi- 
ness relies on sales promotion to a greater 
extent than many others. At Canada Dry, for 
example, over 30 per cent of our U. S. adver- 
tising and promotion budget for the Carbonated 
Division is allocated to sales promotion.”’ 


The Messrs. Bensen, Caust and Reilly and the 
Canada Dry Corporation are typical of the 
advertising-sales promotion 


professionals and 
important buyers of advertising products and 
services you reach in the pages of Advertising 
& Sales Promotion. 


In business in the United States since 1925, 
Canada Dry now owns and operates 20 plants 
in major markets and licenses 175 bottlers in 
local markets throughout the country. The cor- 
poration, in its 1960 report, showed sales of 
over $100,000,000. 


The Canada Dry sales promotion program for its 
Carbonated Division — created and controlled in 
Mr. Bensen’s department — makes extensive use 
of point-of-purchase materials, premiums and 
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Choosing self-liquidating premiums is an im- 
portant concern of both Messrs. Bensen and 
Caust, and keeping up with trends in the field 
has led to such Canada Dry offerings as thermo- 
bags and miniature trucks. 


giveaways to the trade. Mr. Bensen also is re- 
sponsible for packaging and label design, which 
he carries out with the counsel of Raymond Loewy 
Associates. Recent changes in soft drink pack- 
aging, for example, have resulted in a full new 
line of canned beverages. A portion of the com- 
pany’s promotion budget also is devoted to the 
purchase of audio visual materials. In making 
sales presentations to volume buyers, salesmen 
are aided by the use of flip cards, slide films 
and filmstrips. 


All of these promotion activities are in addition 
to the Canada Dry advertising effort which in- 
cludes schedules in national consumer and trade 
publications and network television. In local 
markets, the company sponsors newspaper, out- 
door and transit advertising, as well as spot radio 
and tv commercials. 





thoroughly” 


Say: 


DAN CAUST 
F. E. BENSEN, Jr. Sales Promotion Manager * 


Advertising Manager 


T. P. REILLY 


Buyer of Sales Promotion Materials 


OF THE U. S. CARBONATED DIVISION, 
Canada Dry Corporation 


The major part of the CD sales 
promotion program, however, 
centers around point-of-pur- 
chase materials. The Messrs. 
Caust and Reilly, shown consid- 
ering a lithographed display, 
note that such p-o-p items, to- 
gether with others as instore 
and outdoor signs, decals and 
display racks, are among those 
which account for the ex- 
penditure of approximately 
$1,000,000 annually. 


Mr. Bensen and his colleagues say: ‘‘We find Advertising & Sales 
Promotion an ideabook for all phases of our promotion activity. Its ‘how 
to do it’ approach is a rewarding timesaver, and that’s why we read 
A&SP thoroughly.” 

SIP S q| Q ‘ Pr om ot on 200 E. Illinois St. * Chicago 11, Ill. 


630 Third Ave. » New York 17, N. Y. 
FORMERLY ADVERTISING REQUIREMENTS 
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Send your best man He'll come back with 
to the 44th annual great ideas on how 
DMAA’ convention in to make your direct 
New York, Oct. 10-13 mail more resultful. 


Robert DeLay, President 
. Direct Mail Advertising Association, 230 Park Avenue, New York 17, New York. 
Place: Statier-Hilton Hotel, New York. Please send me ( detailed information on the DMAA Convention. 


Theme: “New Horizons for Direct Mail.” 0) more information on the DMAA. 
Panels! Seminars! Exhibits! Prizes! Name 


Company. 


Address 


- ARSP + July 1961 





(canes 


0 | 


ELECTRONIC Ta 


Packaging 
That Sells 


Engineers 


Uncluttered and Colorful . . . The new cartons have plenty of 
white space, give a clean, scientific feeling. 


It takes more than a good 
product to make sales to- 
day; it takes packaging de- 
signed, like that of Ray- 
theon’s, to make things easy 
to buy and to use. 


By William Grey 
Merchandising Manager 
Distributor Products Division 
Raytheon Company 
Waltham, Mass. 


It isn’t enough to engineer a new- 
er product, manufacture a_ better 
product, and inspect and test it un- 
til it’s a more reliable product. To- 
day, the deciding factor in the “trial 
by market” may be first and fore- 
most the product’s packaging eye 
appeal. 

Raytheon Company, a_ pioneer 
developer and manufacturer of 
tubes, transistors and other elec- 
tronic components sold _ through 
electronic parts distributors, has 
continually been in the forefront of 
new product development and re- 
finement of conventional products. 
However, we are in an age of dra- 
matic growth and keen competition. 
True, many of the more sophisti- 
cated electronic products are sold 
exclusively on electrical and me- 
chanical specifications and their 
manufacturer’s reputation for reli- 


ability, but let’s consider the mass- 
produced items sold through dis- 
tributors and on to dealers and 
smaller industrial users. 

The electronic parts distributor is 
both purchaser and salesman. He 
wants products that are easy to 
stock and that will turn over quick- 
ly on his shelves. In the electron 
tube replacement field no major 
manufacturer had made a signif- 
icant style change in the design of 
his basic cardboard tube package 
for more than 10 years. Raytheon 
was using the same tube cartons 
that had been in use since 1948. 


> With volume and diversity of 
product lines turning distributor 
and tv and radio repair shops into 
“supermarkets” where shelf space is 
at a premium and trademark iden- 
tification aids sales at the point of 
purchase, Raytheon’s attention was 
turned to packaging. Although its 
red, blue, and white package was 
familiar and the trademark was 
well-known, the “busy” package 
looked older than its 12 years. Red 
butted up against blue with mini- 
mum contrast and slogans and 
identifying labels in four different 
typefaces added gingerbread enough 
for a patent medicine box. 

A design task force tackled the 
stately style and 


1. Added more white space; 


2. Dropped the blue which had 
been used in almost equal amount 
with the red; 


3. Reduced the amount of copy on 
the package; 


4. Highlighted the trademark 
brand identification with dynamic 
style elements that provided a new 
focal point. 


Result: the new tube cartons 
really stand out now. As part of the 
total design problem they had to be 
capable of a family resemblance 
that could be extended to other 
cartons and packages used to ship 
transistors no larger than a grain of 
rice and to larger cartons containing 
100 of the largest tubes. This, too, 
has been accomplished through the 
use of an easily adaptable design 
concept. 

The plain brown box used for 
mass shipments had carried no 
“sell;” hardly an_ identification of 
any kind other than a top that re- 
sembled a _ steamer trunk with 
gummed labels of every description. 
The cartons which are ordinarily 
stacked in a distributor’s reserve 
warehouse for days or weeks before 
the stock is rotated onto the shelves, 
cried for identification. The same 
clean design which had been ap- 
plied to the individual tube cartons 
and the five-pack sleeves was ex- 
tended to the shipping boxes. The 
boxes are now identified from any 
direction and are selling for us 
wherever they go. 


> Packaging transistors is a problem 


shared by everyone in the industry. 
Some manufacturers ship them 
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IS 
ONE 
OF YOUR 
BEST SALESMEN 


LYING DOWN 
ON THE JOB? 


The tag or label on your pro- 
duct can sometimes be your 
most important salesman. 


Let National Tag Company 
put new life in your product 
merchandising. Take advan- 
tage of National’s free design 
consultation service. 


Send us your require- 
ments for a new tag or 
pressure sensitive label 
. + or send us your old tag 
. «. and we'll show you a 
new advertising piece cus- 
tom designed for your 
product. 


National Tag Company has a 
complete staff of artists and 
designers to give you prompt, 
efficient service. 


AND REMEMBER 
trade your old, time-worn 
shipping tags and labels for 
National’s dynamic new ad- 
vertising tags. They do so 
much ... and cost so little. 


337 $. PATTERSON BLYD. © DAYTON 
PROMPT, PERSONAL SERVICE 
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Blister Pack 

For small items, 
Raytheon turned to 
these convenient, 
tear-off units that 
can be hung on a rack 
or packed in cartons. 


stuck in blocks of plastic foam, 
others wrap them in paper and put 
them in cardboard boxes, and some 
even put them in rigid plastic jewel 
boxes. Raytheon transistors had 
been packaged in cardboard folders 
which were placed inside cardboard 
boxes for wholesale distribution. 
Both the inner folder and the box 
were red and blue with low visi- 
bility and appeal. 

Working at more than just re- 
styling the color and style, the Ray- 
theon design team sought a new 
and better way to help the transis- 
tors to sell themselves in the mar- 
ketplace. A cardboard merchandiser 
panel was designed which would 
accommodate plastic blister packs. 
Each transistor would be sealed in 
a tamper-proof, transparent pack- 
age to keep it factory-fresh and 
substitution-safe until it reached 
the ultimate user. The merchandis- 
er back can be folded for shipment 
or hung up to form a self-selling 
display. 

The merchandiser is smartly im- 
printed with the same clean design 
that distinguishes the tube cartons 
and the shipping cases. Each trans- 
istor packet has a wiring diagram 
on the reverse side and is perfor- 
ated and can be easily detached for 
individual sales. 


> This new packaging technique has 
been so successful that other Ray- 
theon components are being pack- 
aged similarly. Diodes, rectifiers, 
and units requiring easily-lost con- 
necting hardware are being blister- 
packed to give the distributor and 
dealer a strong family image. 

The new blisters may well set a 
new industry standard, judging 
from the enthusiastic reception by 
distributors strapped by lack of 
standards among manufacturers in 
their methods of packaging trans- 
istors and small components. 


Collectively, the new look in 
Raytheon packaging has established 
Raytheon as a modern supplier 
whose merchandising efforts are 
rapidly gaining as much sophistica- 
tion as its well-established engi- 
neering and manufacturing. 44 


Package Checklist Aids 
Review of New and Old 


A well-planned checklist for de- 
signing a new package or review- 
ing the present has been developed 
by Continental Can Co., New York. 

Review sections include: 


e Starting the package project 
@ Handling in the plant 

e Purchasing and scheduling 
@ Moving to retail shelf 

@ Making the package sell 


The pages of the checklist are 
separate to permit sending individ- 
ual sections to appropriate depart- 
ments. Copies are available. 

- for more details circle 720, page 117 


New Polyethylene Bag 
Announced by Bemis 


The development of a new rack 
display polyethylene bag that elim- 
inates the use of hardware has been 
announced by the Bemis Brothers 
Bag Co. 

The new Fold-Top reinforced poly 
rack bag is made to fit all standard 
racks and the sealed-off head pro- 
vides complete product protection. 

It is made by bringing four layers 
of polyethylene together in the poly- 
ethylene header without using metal 
grommets, paper headers and staples 
which increase the cost of the dis- 
play package. The reinforcing heat 
seal at the header adds stiffness and 





rigidity necessary for full display of 
brand design on the face of the bag. 

Complete information can be ob- 
tained from Bemis Brothers Bag 
Co., 408 Pine St., St. Louis 2. 44 


New Paperboard for 
Packaging Purposes 


A strong bid to extend the uses of 
paperboard in packaging has been 
made with a new high-barrier prod- 
uct by Potlatch Forests Inc. 

Introduced in commercial quanti- 
ties for the first time in the western 
hemisphere, Potlatch’s new paper- 
board incorporates “Daran” coating 
which is a flexible thin film with 
ease in application and which is re- 
ported to exhibit superior grease 
and gas-resistant qualities in all film 
weights. It has a superior resistance 
to abrasion and is able to hold food 
almost indefinitely without transmit- 
ting or taking on unattractive grease 
stains. 

Also resistant to moisture, oil, 
odors, oxygen, acids, etc., the new 
material is expected to hold tradi- 
tional paper markets and compete 
in packaging applications where be- 
fore only plastic, metal and glass 
containers could be used. 

The Daran barrier coating is the 
result of a recent development of a 
new polyvinylidene chloride emul- 
sion by the Dewey and Almy Chem- 
ical Div., W. R. Grace & Co. 

Additional information on the 
high-barrier paperboard is avail- 
able from Potlatch Forests Inc., 
Lewiston, Ida. a4 


Vinyl Discs Developed 
For Cosmetic Containers 


A line of protective vinyl discs 
for cosmetic jars has been intro- 
duced by Busse Plastics Co., New 
York. 

Designed to prevent the transfer- 
ring to the inside of the screw cap, 
these discs enhance the appeal of 
the packaging and retard evapora- 
tion. 

They come in several different 
styles, including: 

e Discs, with grooved edges for 
close contact, which may be’ em- 
bossed with brand names. 

e Plain or imprinted flat discs with 
or without tabs for easy removal. 
e Plain imprinted discs for pressed 
powder containers in acetate and 
cellophane. 

Samples and prices are available. 

- for more detoils circle 721, page 117 





ON ARS 


.-* 


you can hit 


the moon 


. . . But it'll take a lot longer than you 
or we have to spend. 


However, if you need quality gravure 
color cylinders for package printing or 
4 color positives and pre prints for na- 
tional advertising, don’t try to hit the 
moon for the answer. We suggest you 
communicate with us . . . find out about 
our new and enlarged facilities and ad- 
ditional equipment in our new and larg- 
er plant. When it comes to “roto”. . . 
go to ACME. 


if it’s Quality ... if it's Delivery ... it’s acme 


gravure services, inc. 
4001 Industrial Avenue Rolling Meadows, Ill. Phone: Clearbrook 5-0200 


Why fish for Minnows? 


Your sales story can reach the professionals 
who buy or specify in the $8 billion 
promotion, production and 

merchandising market. 


How? In the pages of 
Advertising & Sales Promotion 





July 1961 + A&SP + 89 





PERFECT POSTAL 
PROTECTION 


for your valuable 


EUSA Lt co 


NEW, HaNpyY ALL-IN-ONE 


ails 


PACK-WRAP’'’ 


Ideal For Mailing: 
Photographs 
Manuscripts 
Drawings Presentations 
Brochures Catalogs 

- +. and many other items 

SIMPLE, sturdy all-in-one corrugated con- 
tainer for quickly wrapping valuable pa- 
pers for maximum mailing safety with 
minimum postage! Folds instantly to proper 
size — eliminates slow cutting, folding, 
wrapping, taping, etc. 

7 Sizes Fit All Needs: 912" x 6%" x 4" to 
15%" x 12%” x '4". Available with or with- 
out string and button tie. 

WRITE TODAY FOR 

FREE SAMPLE, FULL DETAILS 


Art Work 
Blueprints 





YES! Imagine getting almost 4 Ib. of 
these invaluable printing aids FREE: 


Sample sheets of Brown-Bridge’s full 
line « Complete line of colors, finishes, 
sizes, and gummings « Printing 
surface specifier « Gumming selector 
e Printing and handling guide. 

You may not measure ideas by the 
pound, but you'll get a load of them in 
this GUMMED PAPER SAMPLE BOOK. 
It's the most popu- 

lar complete guide 

to effective and 

efficient gummed 

paper use devised. 
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Weber Numbering Device . 


. « New idea for label printing machine prints consecutive 


numbers, or from two to eight times before advancing or repeating a number. Comes 
with up to seven digit wheels in a choice of roman or gothic typeface with a wide range 
of sizes. Unit permits a company to print additional data on labels such as coding, 
batch, shift, production, etc. Weber Marking Systems, Mount Prospect, Ill. 


Ekco-Alcoa Offers Samples 
Of Color Coatings 


A sample booklet of color coat- 
ings currently available in its line 
of foil containers has been released 
by Ekco-Alcoa Containers Inc., 
Wheeling, II. 

The sample booklet contains 15 
different coatings with a descrip- 
tion of each and its particular prop- 
erties. The color coatings are avail- 
able for use inside or outside the 
container and are being offered in 
heat-stable or  non-heat-stable 
colors depending upon product or 
customer preference. 

Copies of the sample booklet are 
available. 

- for more details circle 722, page 117 


New Fotoform Shows 
Packaging Possibilities 


A specification folder on “Foto- 
form Glass,” a new material with 
novel possibilities, has been released 
by the Corning Glass Works, N.Y. 

Originally introduced to the elec- 
tronics field for use in producing 
printed circuits, fine glass screens, 
etc., the material has properties 
making it applicable to package de- 
sign. 

The glass material can be photo- 


graphically etched from one side or 
both and it does not have to be 
etched all the way through, making 
relief patterns, grooves, or shallow 
holes possible in the surface. 

It is basically tough, non-porous, 
resistant to moisture absorption and 
will not stretch, warp or shrink. It 
has good shock resistance, can be 
precision ground and the “chemical 
machining” process through photo- 
graphic etching, eliminates the need 
of costly grinding, cutting and drill- 
ing operation. The finished material 
maintains piece-to-piece uniformity 
for stacking in register. 

Copies of the folder are available 
as well as advice from Corning 
engineers on specific design prob- 
lems incorporating the use of Foto- 
form. 

- for more details circle 723, page 117 


He claims since he put a rug on the 
floor, he deserves a title on the door. 





GOODVEAR CONTINUOUS SALES TRAINING PROGRAM ty 
é MSTROCTIONS — MATERIAL 


Typical Kit... 


Everything the dealer needs is in a single package. This one, for 


example, has a record, a series of charts, reminder cards and a meeting guide. 


Goodyear Tire & Rubber Co. 
helps its dealers make 
better salesmen through a 
series of self-contained 
sales meeting kits. 


How to Pre-Pack Sales Meetings 


By T. W. Prior 

Director, Salaried Personnel and Training 
The Goodyear Tire & Rubber Co. 

Akron, Ohio 


How does our company — the 
twelfth largest industrial employer 
in the country — train its vast dis- 
tribution network to sell more ef- 
fectively in the face of a continuing 
profits squeeze? How does it refresh 
the product knowledge and selling 
approach of its hundreds of stores 
and thousands of dealers, while 
training its new employes from 
scratch? 

The answer is a system of pack- 
aged sales meetings distributed by 
mail. We call it the “Continuous 
Sales Training Program” and it has 
been proving its worth for the com- 
pany over the past eight years. 

Its use today (Goodyear recently 
sent dealers and stores the 70th con- 
secutive package) is significant be- 
cause of increasing competitive con- 
ditions. The packaged meetings pro- 
gram has been one important factor 
in helping widen the gap between 
us and the other major tire sellers, 
by keeping costs in line with profits. 

The cost can run as high as $1,500 
per man for a company to call in a 
hundred or more sales personnel 


from the field. Travel, hotels, meals, 
lost time, lost sales — all become 
onerous overhead items. Some na- 
tional marketers, in fact, have had 
to cut back on big, centralized sales 
meetings. 


> While convention-style meetings 
are still occasionally necessary to 
boost sales enthusiasm, the pack- 
aged meetings approach has several 
beauties to us. Most important, each 
packaged meeting can be tailored to 
the needs of a small group according 
to its local selling problems. 

In addition, sales personnel are 
much more likely to ask pertinent 
questions when among their friends. 
Common problems can be aired 
without anyone fearing to show ig- 
norance about products or company 
policies. In big meetings, on the 
other hand, men tend to clam up 
and nod knowingly, whether they 
get the message or not. 

Another feature that appeals to 
us is that Continuous Sales Training 
Programs can be saved and used 
over and over, forming local “li- 
braries” of product information and 
sales direction. 


> Producers of all 70 of the Good- 
year meetings is Charles Mayer 


Studios Inc., Akron. CMS works 
closely with us in developing the 
meeting, then produces all of the 
sales aids, such as detailed printed 
meeting guides, long playing rec- 
ords, flannel boards, cartoon-type 
flip charts, pocket reminder cards, 
etc., completely within its own 
plant. 

Next, CMS packages the materials 
in individual corrugated cartons 
about the size of suit boxes and 
sends them to Goodyear stores, 
salesmen and subscribing dealers. 

In stores, our manager calls his 
sales staff together and puts on the 
meeting, which usually lasts about 


Dealer at Work . . . Using materials that 
came ina kit, a dealer can run a sales 
meeting with the proper emphasis. 
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Twice the CLASS 
at Half the COST 


That’s what you get 
When you have ’em 


EMBOSSED 


LETTERHEADS © BUSINESS CARDS 
ENVELOPES © DESK PADS | 


New automated process gives you the 
high class look without high prices. 
Choice of either Black, Gold or Silver 
embossed letterheads on 25% rag con- 
tent paper — imprinted in raised print- 
ing. You can see the difference . . . you 
can feel the difference and . . . there's 
a definite difference in cost. Send for 
free samples. No obligation. 


-BRUDER 


aj name and address 
no obll igation 





s * es 
Imprinting Service 
Let us personalize your national adver- 
tising by imprinting it with the names, 
addresses, and trade marks of local dis- 
tributors. We handle tabloids, magazines 


catalogs, booklets and folders in runs 
of all sizes. 


SERSEN’S IMPRINTING inc. 


120 So. Sangamon St. 
CH 3-2050 Chicago 7, Ill. 


Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy ter... world’s 
fastest, simplest, most aecurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AS 245, Wilton. Conn. 


WANTED. ALL USERS OF DECALS 


RUBBERCAL® (plestic decal) is permonent, waterproof, tough. 
Eowest applied — ae eee ae SS Se ee 
door emblems. More economical. Write for somples. Made only by 


MULTLCOLOR PROCESS CO. Box 1033, Tulsa, Okla. 
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40 minutes, with the balance of the 
hour left for discussion. Likewise, 
Goodyear field salesmen carry the 
packages with them and put on the 
meetings in smaller dealerships. 
Some larger dealers prefer to han- 
dle the job themselves. Generally, 
the meetings are held on the selling 
premises after business hours. 


> Each package contains two meet- 
ings, and occasionally a third is in- 
cluded as a bonus. Mayer mails 
packages four times a year for us. 
Usually, each package contains ma- 
terial for one meeting about prod- 
ucts and one about selling tech- 
niques. 

One such typical package, recent- 
ly mailed from Akron to the four 
corners of the U. S., contained 
Meeting Number 66, “Phone Busi- 
ness Is Good Business,” and Meet- 
ing Number 67, “Selling The Good- 
year Road Lug.” The first covers 
selling techniques while the second 
adds to dealers’ and stores’ product 
knowledge. 

Both Numbers 66 and 67 con- 
tained the following components: a 
meeting guide for the use of the 
meeting leader; symbols for use on 
flannel board easels already in the 
dealers’ hands; one _ long-playing 
record, plus script, with Number 66 
on one side and Number 67 on the 
other. 


> Content of the packages is worked 
out jointly by the Goodyear sales 
department, the Goodyear training 
department and the Mayer Studios. 
Training writes the script after con- 
ferring with Sales, which then ap- 
proves the final script. 

Training decides how the meet- 
ings are to be symbolized and how 
the symbols are to be used on the 
flannel board. Mayer does all of the 
artwork, manufacture of materials, 
printing, casting of voices, sound ef- 
fects, music and provides the re- 
cordings. In addition, Mayer assem- 
bles, packs and ships the packages 
to the dealer and store lists we fur- 
nish to them in the form of pre- 
printed mailing labels. 

Packages cost us between $9 and 
$10 apiece to produce, though we 
charge our dealers and stores $4. 
We sell flannel boards at their cost, 
$12.50, manufactured by Mayer. 


> Hundreds of praising letters from 
dealers have rolled in to the Good- 
year home office. Many of them cite 
specific examples of how the pro- 
gram has resulted in improved sales 
efficiency and product knowledge. 

A typical one, from Goodyear 
dealer J. R. Kendrick, Waco, Tex., 


says, “My business is no better than 
the people I employ. Continuous 
sales training is a must if I'm to 
keep ahead of my competition.” 

Though Mr. Kendrick is not typi- 
cal in that he has set aside a special 
sales training room where the pack- 
aged meetings are the backbone of 
his training program, he does ap- 
preciate the tailor-made advantages 
of the program. 


> Charles Mayer Jr., president of 
CMS, customizes each program for 
us, leaving enough latitude in the 
meeting guide of each package so 
that any dealer or store can change 
things around to suit himself. 

CMS handles the whole packaging 
program, from concept to shipping, 
within its three-plant organization. 
Mr. Mayer learns what we want to 
get across in a given meeting, then 
sets out to satisfy our needs. 

We don’t start with preconceived 
ideas but instead call on whatever 
aids we think will do the job. It may 
require movies, slides, filmstrips, re- 
cordings, Hook N’ Loop Boards, 
charts, an elaborate display or just 
a simple chalk talk — or any com- 
bination. 

An extra dividend of the contin- 
uous sales training program accru- 
ing to our sales personnel is their 
increased understanding of sales 
management. 

Before there were packaged meet- 
ings, they would attend centralized 
meetings and get fired up, but the 
flame soon died. Today, still coming 
in for an occasional big meeting, the 
men do their selling day-in-day- 
out, fired by a glowing ember. 44 


New Training Device 
Introduced by Dorsett 


A training device, useful in situa- 
tions where actual teaching proce- 
dures are followed, the Telescholar, 
has been introduced by Dorsett 
Electronics Inc., 119 W. Boyd, Nor- 
man, Okla. 

Each Telescholar is a_self-con- 
tained unit, operated electrically, 
containing a printed circuit board 
on which are coded a series of an- 
swers. The device has five keys, de- 
signated alphabetically A through E. 
A standard IBM punch card is used 
in the machine to provide a per- 
manent answer record. 

To determine effectiveness of in- 
struction, the trainee is given a 
multiple choice question with five 
possible answers, only one of which 
is right. The trainees are told to 





press the key corresponding with 
the answer they believe to be cor- 
rect. 

On each unit is a red and a green 
light, visible only to the instructor 
and the trainee. If the trainee 
presses the key corresponding with 
the correct answer, the green light 
comes on. A wrong answer lights 
up the red bulb. The instructor, 
looking over the room, is able to 
measure at a glance the students’ 
grasp and retention of the current 
subject. He may then either proceed, 
or slow his pace to offer further ex- 
planation. 

The company feels that the new 
device is especially valuable for 
deepening comprehension of films 
and filmstrips while in progress and 
says that the Telescholar can help 
in industry in the teaching of pro- 
duction skills, sales methods, safety, 
operating techniques, introduction 
of new products and orientation. 44 


Eastman Kodak To Sell 
Magnetic Recording Tape 


Eastman Kodak Co., Rochester, 
N.Y., will manufacture and _ sell 
magnetic recording tape later this 
year, the company has announced. 

Initially, Kodak magnetic tape 
will be supplied for professional and 
amateur recording uses. It will be 
on triacetate base and packaged in 
rolls % and 4” wide in standard 
lengths. 

Sale of tape for home-recording 
use will be through Kodak’s regular 
distribution organization of photo- 
graphic dealers. The professional 
motion picture sales division of the 
company will handle distribution 
of the new Kodak tape. 

While the announcement marks 
Kodak’s entry into the magnetic 
tape field in this country, the com- 
panys French associate, Kodak 
Pathe, has been producing and sell- 
ing tape abroad for more than 12 
years. q4 


Versatile Screen-Board 
Described in Folder 

National Sales Aids, New York, 
has issued a folder describing the 
company’s 3 in 1 combination board 





Any one of these “sales makers” 
will be valuable additions to your 
sales staff. Take a look at their 
qualifications: 


1) After initial investment, they 
require no salaries, expense 
accounts, sick leaves or 
vacations. 


2) They make every sales point 
you want made... the way 
you want it made (every time, 
too!). 


3) They never tire... as per- 
suasive on last call of day as 
first in A.M. 


No, we haven’t found a sales 
robot to replace the salesman. 
But, we have designed a line of 
sales ‘“‘assistants” that will help 
your present sales force put their 
sales curve into orbit. Why not 
look into these Viewlex ‘“‘sales 
makers” for your staff now. Con- 
tact your local Viewlex franchised 
A-V dealer or use coupon below. 


SALESTALK 


Slide and filmstrip projector, 


4 speed record player, 
9” x 12” screen 
...all in a smart attache case. 


$10450 
TABLETALK 


35mm filmstrip viewer, 
4 speed record player, 
rear projection 7” x 9” screen 
... all in luggage type case. 


$190950 


VIEWTALK with 
STRIP-O-MATIC 


Slide and filmstrip projector, 
automatic film strip remote control, 
4 speed record player 
with detachable speaker. 


From a 1 7g50 


for selling demonstrations and pub- 
lic speakers. 

The board features a fabric called 
Velcro which permits the product 
to be on a screen for motion picture 
or filmstrip, as a slap board or a 
display board. 

- for more details circle 724, page 117 


eGvwvlexe inc. 35 Broadway, Holbrook, Long Island, New York 


( ) Please send complete information on Viewlex ‘“‘sales makers.” 
( ) Please have Viewlex A-V Consultant contact me to demonstrate 
which Viewlex “sales maker’ best meets my requirements. 


COMPANY.. 
ADDRESG......... 
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If you ever have to show a 
motion picture, these sim- 
ple rules can make the dif- 
ference between success 


and disaster. 


The magic moment has arrived. 

After months of planning, re- 
search, hard work, and at a cost of 
many thousands of dollars, the pro- 
duction is completed, the laboratory 
has done its work, met the normal, 
impossible deadline date, and the 
print is threaded on the projector, 
at the rear of the room, ready to be 
shown to the audience! 

The guests are seated, and con- 
versation comes to a stop as the Big 
Man goes front and center to intro- 
duce the new film, to say how proud 
we all are about the whole thing, 
and to signal for the show’s start. 


> The lights go out. You can feel 
the expectant hush. You hear the 
faint click of a switch — and noth- 
ing happens. Unless you count the 
muttered imprecation of the projec- 
tionist. The lights come on again, 
while we find out that somebody 
tripped over the power extension 


This article is reprinted, with permission, 
from “Rewind,” the external publication 
of General Film Laboratories, Kansas City, 
Mo., and Hollywood. Cal. 
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How to Prepare 


for Projection 


cord and pulled it out of the wall 
socket. The projectionist plugs it in 
again, a little reddened by his exer- 
tions and the tittering. 

Again the lights go out. Click! 
And a beam of light hits the screen 
— or, rather, half hits it, until mov- 
ing the projector stand finally wob- 
bles the titles to cover the screen. 

At least, we think they’re titles. 
The film is so out of focus that we 
can’t be sure. And the sound is — 
OH! There it comes, all at once! 

But, the film gets focused, real 
good — in fact, so sharp that we can 
see all the hairs around the aper- 
ture opening in the projector. Sort 
of looks like a garden scene on the 
screen. And the sound has been 
turned down to a good listening 
level, except that it’s a little wob- 
bly, with consistent wows. 


Oh, well... 


> Have you ever had this experi- 
ence? Of course you have! Who 
hasn’t? The projection problem re- 
mains one of the major problems in 
all fields of film work, but partic- 
ularly in showings with the 16mm 
portable or “suitcase” projector. 

The film showing that goes off 
smoothly is sufficiently unusual to 
cause comment. It shouldn’t be this 
way, but it is. 


For safety’s sake, it’s desirable to 
get there first, well ahead of the 
gathering of the audience. This pro- 
vides time to determine best loca- 
tion for screen and projector, for 
arrangement of chairs to provide 
everyone a good view of the screen, 
to thread up the print and have a 
trial run. 

Of course, in actual practice, either 
one of two things spoils this ideal 
situation. Either it’s impossible to 
set up before the audience arrives, 
or the set-up is made and then the 
chairman arrives and says “You 
can’t put the screen there, man! 
That’s where the refreshment table 
goes!” so you start all over again, as 
the audience begins to assemble. 


> But there are some things any 

projectionist should do, under any 

conditions — in order to reduce the 

possibilities of the worst happening. 
Here’s our checklist: 


1. Place screen for best possible 
viewing by audience. 


2. Place projector on solid, non- 
wobbly platform — on direct line 
with screen. 


3. Place speaker under or directly 
beside screen. 


4. Place power and speaker cords 
so they are out of the way, as 





much as possible, so no one will trip 
over them. (Breaking a leg is all 
right, but the guy might tip over 
the projector.) 


5. Turn on the projector — before 
threading film — to check screen 
and sound. A steady hum from the 
speaker is assurance that the sound 
system is hooked up and working. 
Adjust position of screen or projec- 
tor as necessary, so that light beam 
fills screen, without spilling over, 
and without the keystone effect re- 
sulting from misalinement of projec- 
tor and screen. 

Also — make sure light beam of 
projector is sufficiently elevated to 
clear, not only the backs of the 
chairs, but also the heads of the 
people who sit in the chairs. Movies 
may be simple “shadows on a 
screen” but head shadows we can do 
without. 


6. Clean the film gate and aperture 
plate. Use a brush, or a lint-free 
cloth. (A projector user becomes a 
professional projectionist when he 
no longer hesitates about using his 
clean handkerchief for this purpose. 
However, what his wife has to say 
about this has not been recorded!) 


7. Thread the film through the 
projector. Make sure that both feed 
and take-up reels are firmly at- 
tached, film sprocket-holes are well 
seated on roller sprockets, the film 
loops above and below the projec- 
tion gate are the length recom- 
mended by the projector manufac- 
turer, the film firmly fastened to 
the take-up reel (with a reel of 
sufficient size to take up the full 
print), and that the lens surfaces 
are clean — front and back. 


8. Test the projection set-up by 
running the film, past the titles and 
opening sound, if possible — to test 
and set the sound volume and the 
picture focus. Then reverse the film, 
or rethread it, so that your next 
start will be on leader, far enough 
ahead so the projector will be up to 
speed for smooth sound. 


9. Double-check the controls: Sound 
“ON” .... Volume low .... Lamp 
“QN” .... and the controls set for 
SOUND, and for PROJECT — not 
REVERSE. 


10. When the time comes to show 
the film, switch on the projector, ad- 
just volume as necessary, check fo- 
cus, stay beside the machine — and 
cross your fingers. 


> There is one item to be added now 
— after projection. As the film 
eomes to an end, watch for tape at 


the end — and stop the projector if 
there is tape. The gummy surface 
simply adds up to trouble in the 
gate. Then, all praise to the pro- 
jectionist who realizes his part in 
the entertainment is over — and 
doesn’t insist on being the center of 
interest, or annoyance, as he noisily 
rewinds the film, yanks cords in 
from among the audicnce legs, dis- 
assembles and packs the projector, 
and bangs out of the room. 

Maybe the gent who does these 
things is just another frustrated 
performer. 44 


Service for Recording 
Sounds is Announced 


Any sound made by anyone, or 
any thing, on land, in the air or 
water, or even under the sea, can 
be faithfully reproduced on tape or 
disc. 

With this as a premise, Radio Re- 
corders, an affiliate of MP-TV Serv- 
ices Inc., Hollywood, Cal., announces 
that it offers to provide “any sounds 
from anywhere in the world” cus- 
tom-recorded. This will be done, the 
organization explains, through com- 
bining or modifying several of the 
over 2,000 different sounds in its 


sound effect library, or by recording 
them in its studios or “on location 
anywhere in the free world.” 
A bulletin explaining this service 
is available. 
+ for more details circle 725, page 117 


Kalart Tells Procedure 
For Sound Filmstrips 


What it describes as a “break- 
through in the production of sound 
filmstrip programs” has been an- 
nounced by the Kalart Company 
Inc., Plainville, Conn. 

Instead of using a separate source 
such as magnetic tape or a disc re- 
cording for the sound portion of a 
sound filmstrip program, Kalart has 
developed a system to optically 
transfer a sound message of up to 
18 seconds duration on a standard 
35mm double-frame film area of 
1x14”. This message is reproduced 
in Kalart’s new Soundstrip Projec- 
tor using a rotating scanner while 
the film is stationary during pro- 
jection. 

According to the company, 
Soundstrip programs can be pro- 
duced from existing sound filmstrip 
visuals and recordings as well as 
from newly created program mate- 


TTRACTIVE SALES-COMPELLING PACKAGE, 


SERVING TRAY AND A DECORATOR 
ALL IN ONE INGENIOUS UNIT. 


Every Sales Manager's dream—a “sell-out” item, was 
achieved in this gift package of Kraft Foods’ popular cara- 
mels and their smart Smithcrafted container. A beautiful 
and practical container that fully accents the fine quality of 
its contents, custom-created to produce a smash sales hit! 
May we suggest a solution to your gift packaging, sample 
presentation or other sales-aid problem? Call or write your 
nearest S. K. Smith Sales Office — today. 


THE S. K. SMITH COMPANY [ame 


CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS 
2857 N. WESTERN AVENUE, CHICAGO 18, ILLINOIS 
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CRAFTED 


4 . 
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Photo slide 
filing system 


In the Multiplex Sitide File Cabinet, every slide 
is cross-indexed for quick visual reference and 
use. You get (1) orderly classification by sub- 
ject, dete, etc., and (2) convenience—slides 
can be viewed in place, yet easily removed— 
and (3) protected storage. 

Cabinet shown holds 2340 slides, 2” x 2” 

or 780 slides, 4" x 3%,” 
Other capacities available. Office furniture gray 


+ Or some of each. 


or green. For Bulletin LS-158, print your name 
end eddress in margin, and mail this ad 


MULTIPLEX 


DISPLAY FIXTURE CO. 


Dept. AJL1, Warne & Carter, St. Lovis 7, Mo. 


SOUND EFFECTS 
Hi-Fi and Super 


Put life into your dramatic plays, skits, 
commercials, home movies. Use sound effects 
from the largest and finest library of its 

kind. Sounds of: Airplanes, Electra Prop-Jet, Boeing 
707, F-104 Starfighter, Regulus I, Missile Launching, 
Carrier Sounds, Autos, Music, Trains, Animals, House- 
hold, Industry. 13 classifications — 2000 real-life 
sound effects for professional or home use. Send 25¢ 
for complete 56-page catalog. 


NEW DEMONSTRATION DISC contains 14 sound 
tracks from our library: Rocket Blast-off, Space 
Sounds, Jets, Babies, Navy Mess Call ( oe Police 
Car with Siren, Dogs, Weather, etc. 7” Microgroove, 
33-1/3 RPM, Vinyl, No. 7-130. Mail $1 TODAY 
for Demonstration Disc AND complete 56-page catalog. 


MP-TV SERVICES, INC. 
7000-L Santa Monica Bivd., Hollywood 38, Calif. 





WE HAVE 
THE VISUAL 
EQUIPMENT 
TO FIT YOUR 
a ha 8s 
NEED 


have 

auto- 

matic 

projectors for point 
of sale and trade 
shows. We have desk top 
viewers for both slides 
and film strips — 
with or without 
sound, designed with 
your salesmen in 
mind. For Infermation, 
Write Dept. A761 
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rials. Its new optical recorder can 
transfer sound from a disc or taped 
recording directly onto a 35mm 
film negative which is then printed 
in combination with the picture 
negative by Kalart’s printing ma- 
chine to automatically produce as 
many prints of the combined picture 
and sound program as desired, ac- 
cording to a Kalart spokesman. 
Kalart will license a number of 
film producers and processing lab- 
oratories to employ this new record- 
ing and printing equipment in order 
to provide such services locally to 
film producers and_ users, the 
spokesman said. 44 


Silent Sound Operates 
Bell & Howell Projector 


What Bell & Howell calls “silent 
sound” triggers a new slide pro- 
jector from that company. 

The projector uses sound waves, 
with frequencies too high to be 
heard by the human ear, to focus 
and change slides on the screen. 
Called the Tele-Sonic Wireless Re- 
mote slide projector, it can be op- 
erated by its control from distances 
of more than 40’. 

As Bell & Howell points out, “this 
permits a sales manager who is 
conducting a meeting to move freely 
around a room or speak from a lec- 
tern without an assistant.” 

Other advantages named by the 
company include: easy set-up with 
front and rear panels operating 
simultaneously; transistors and 
printed circuits for increased port- 
ability and durability; and a black- 
out shutter to eliminate glare and 
an empty screen between slides. 

Suggested list price is $269.95 . 44 


Video Tape Editing 
Subject of Booklet 


Video tape editing is the subject 
of the latest in Minnesota Mining 
and Manufacturing Co.’s series of 
informational booklets on concepts 
in video tape recording. 

Titled “Techniques of Editing 
Video Tape,” the publication is a 
pictorial review of ideas being used 
by video tape editors to build shows 
from tapes, locate splicing points 
and create special effects. The book- 
let discusses the various methods of 
editing tape—direct cutting, double- 
system, and frame-by-frame—and 
such special effect devices as Video- 
Scene, Super-Wipe, Zoom Keyer 
and Inter-Sync. 

. for more details circle 726, page 117 


Public Speakers Offered 
New, Portable Lectern 


For the executive with a full 
speaking schedule, the How-To Co., 
Box 7, Glencoe, IIl., has a cleverly- 
designed portable lectern, the 
Speechmaster. 

Weighing only four pounds, it 
folds flat, down to 144%x18”, taking 
on the appearance of a brief case. 
Easily assembled, it gives the 
speaker a 21x11%” surface for 
holding spread-out sheets. The sur- 
face is pitched at a 30° angle for 
easy reading and reference. A ledge 
prevents speech notes and small 
props from sliding off. In back, out 
of sight of the audience, is a com- 
partment for additional papers, 
samples or small demonstration 
pieces. 

According to the manufacturer, 
the Speechmaster enables the speak- 
er to deliver a talk without the 
interruption of fumbling for notes. 

Retail price is $19.95 postpaid. 44 


Drive-In Advertising 
Explained in Booklet 


Arguments in favor of motion- 
picture drive-in screen advertising 
are advanced, with statistics to back 
up the arguments, in a booklet is- 
sued by Alexander Film Co., Colo- 
rado Springs, Colo. 

Among arguments advanced are 
that the advertiser has complete 
flexibility of buying, with no waste 
coverage; the advertiser can select 
specific neighborhoods within a city: 
the advertiser can pinpoint segments 
of a market, the advertiser can buy 
national coverage, and even special 
markets like Spanish-speaking or 
Negro. 

- for more details circle 727, page 117 


Polar-Action Described 
In Tech Antares Booklet 


Polar-Action, a process by which 
combined polarized light and cel- 
lophane tape are used to animate 
everything from color slides to a 
sales display, is explained in a 
booklet prepared by Tech Antares 
Corp., Wilmington, Del. 

The process is said to have found 
a wide use in sales training and 
demonstration applications by such 
companies as Minnesota Mining and 
Manufacturing, Leeds and Northrup, 
DuPont and Boeing. 

Copies are available. 

- for more details circle 728, page 117 
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Sales Tool 


Filter Magic . . . 15 min. color filmstrip 
produced by TFI Productions, 150 W 
54th St., New York 19, for Purolator 
Products, Rahway, N. J. 


A slugger with a tough punch, 
this filmstrip shoves subtlety off 
to the side in favor of making oil 
filter salesmen out of order takers 
in one quick lesson. 

While the selling techniques sug- 
gested may be deplored by those 
lucky enough to be selling in fields 
that can afford a more high-minded 
approach, the filmstrip must be ad- 
mired for its practicality. 

A quick perusal of this selling 
field shows it as a dog-eat-dog area 
in which survival can only be ac- 
complished by men able to shove 
the competition’s product off the 
dealers’ shelves to make room for 
their own. 

“Filter Magic” shows them how, 
without bothering to make apologies 
for lack of ethics, in a one, two, 
three series of steps bound to make 
sales the majority of the time. As 
the narrator says: “Being a nice guy 
isn’t enough.” 

The filmstrip was produced as the 
nucleus of a sales program in which 
Purolator set out to sell more oil 
filters through its 14,000 jobber 
salesmen. Judging from “Filter 
Magic” we would say more Purola- 
tor oil filters are being sold now 
than ever before! 

Technically, “Filter Magic” is 
built around a theme of low-cost 
simplicity. However the artwork 
and color are not only appealing, 
but provide the only light touch in 
a heavy-handed sales punch. B.M. 


Public Relations 


How To Use Your Dun & Bradstreet Serv- 
ice Most Effectively . . . 14!/2 min., color 
filmstrip, produced by Gotham Film Pr« 
ductions, 11 E. 44th Street, New York 17, 
for Dun & Bradstreet, 99 Church St., New 
York 8. 


“How To Use Your D&B Service 
Most Effectively” tells its viewers 


FILM REVIEW 


SO Ee a A EE A, A ry) 


just that. The meaning of the sym- 
bols in the listing are explained, as 
are the uses — for mailing lists, 
prospective customers — of the di- 
rectory. Other services, such as 
trade publications and summaries of 
over-all trends, are shown. It care- 
fully explores the intricacies of in- 
dividual credit reports, which ap- 
parently work on a traffic light sys- 
tem: red letterhead means change; 
green, no change; yellow, change 
possible. 

Unfortunately, someone must be 
convinced that telling a story straight 
isn’t enough, so all information is 
given through the experience of the 
“Hudson” company. Equally unfor- 
tunate are some of the obviously 
posed, almost comical, facial expres- 
sions caught and immortalized by 
the camera. However, they do not 
seriously interfere with the film- 
strip’s educational value. For any- 
one who uses D&B, a fairly good 
refresher course. T.K.F. 


Sales Promotion 


@ The Story of Outdoor Advertising 
1S minutes, color motion picture; pro- 
juced for General Outdoor Advertis- 
ing Inc. by The Chartmakers, 480 Lex 


ington Av., New York 17. 


This brief film shows how much 
can be done with limited animation. 
For the most part, the animation is 
obtained with camera movement, 
rather than with a frame-by-frame 
progression of drawn action. 

In this particular case, the tech- 
nique is especially apt. The theme of 
the film is the amount of informa- 
tion that can be communicated by 
the brief glimpse one gets of an out- 
door poster. This is what the com- 
mentary says, and the talk is backed 
up by a series of short shots that 
succeed in conveying a great deal 
of information, even though no 
single shot is held on the screen 
long enough to be examined thor- 
oughly. The visual impact of the 
outdoor posters is duplicated by 
cinematic techniques. 

In actual use, the film is not ex- 
pected to stand by itself, but rather 





High-Fidelity Sound Synchronized 
with PRC Continuous Projection 


Continuous 
Cousino 
Echo-Matic 
Tape 


Model TR-1655 Offers Versatility 


It’s an amazing way to show and sell! The 
sealed Cousino Tape Repeater easily 
“snaps on” for high-fidelity musical back- 
ground or commentary that is synchronized 
with 16 radiant slides changing at 9 sec- 
ond intervals. An impulse on tape auto- 
matically changes slides to any interval 
desired. Use remote push-button control 
to change slides in pace with your own 
commentary. Amplifies to any volume—no 
distortion or hum. Simply “snap off” tape 
repeater and unit is a straight projector. 
SPECIFICATIONS: 500 hour, 750 watt pro- 
jection lamp projects full radiant image 
on large 16-inch Solarbrite screen. Mag- 
netic 6” x 9” speaker gives clear high- 
fidelity tone at any volume. Bleached 
mahogany finish cabinet of solid plastic 
Fiberesin—won’t scratch, burn or water- 
mark. PRICE COMPLETE . . $450.00 
For further information, write 
PICTURE RECORDING COMPANY 


Oconomowoc, Wisconsin LOgan 7-2604 


You Get Things Done With 
Boardmaster Visual Control 


Gives Graphic Picture of Your Operations— 
Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Fult price $AQ* with cards 


FREE 24-PAGE BOOKLET NO. R-400 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 
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to introduce a slide presentation 
directly related to the prospect’s 
interest. Thus the motion picture 
furnishes the frame; the slide series 
fills in the details. 

The technique is interesting, and 
well worth examining. R.B.K. 


Sales Tool 


Hawaii in a Nutshell .. . 12!/2 min., color 
motion picture, produced by Cine’-Pic Ha- 
waii, 1847 Fort St., Honolulu, Hawaii, for 
Royal Hawaiian Macadamia Nuts. Avail- 
able from Castle & Cooke Inc., Honolulu 
Hawaii. 


This film works on the assumption 
that while Macadamia nuts are fair- 
ly well-known in Hawaii, a mission- 
ary effort must be made to acquaint 
those of us who live on the main- 
land about the virtues of this prod- 
uct. 

Admittedly, missionary efforts are 
often dull. Yet, this one isn’t too bad 
as it shows how the trees are planted, 
the crop harvested, the food proc- 
essed for shipping. The script writer 
could have helped by telling us what 
the nut tastes like: “sort of a salty 
pecan” or “a bland peanut.” 

At any rate, we decided to buy 
some Macadamia nuts after seeing 
this film and if that is a purpose of 
the movie, and we’re informed that 
increased sales are, it accomplishes 
its purpose. 


Sales Tool 


Curtain Time .. . 15 min., color motion pic- 
,ture, produced by John Sutherland Pro- 
ductions, 201 N. Occidental Blvd., Los 
Angeles, for United States Steel, 525 Wil- 
liam Penn Place, Pittsburgh. 


Poor Wilbur Jones, architect, is 
designing a new building for Cheese 
Inc., and is forced to wrestle with 
the problem of pleasing the client, 
who would do better to stick to 
cheese making. Yet Wilbur must 
keep peace with his own artistic 
conscience. Naturally, his solution is 
steel curtain wall construction, 
which pleases the client, Wilbur, and 
U.S. Steel, which commissioned the 
film. 

The trouble is that the film can’t 
make up its mind about whether it’s 
talking about artistic purity or steel 
curtain walls. This problem arises 
because it is aimed at “architects, 
builders, designers, and potential 
customers,” which is far too many 
masters to serve at once. The ani- 
mated sequences where we follow 
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| always take notes. 


Wilbur through his travail are very 
well-done and fun to look at. It is 
when Wilbur decides to use steel 
curtain walls that the film takes a 
disconcerting, albeit agile, leap into 
the hard sell, forgets Wilbur and 
extolls the virtue of steel curtain 
walls. The film closes with Wilbur 
again, the happy client, and the new 
steel-curtained Cheese Inc. 


The film is neither fish nor fowl. 
Architects, builders, and designers 
will want more technical informa- 
tion about the properties of curtain 
walls, and won’t care much about 
Wilbur. The potential customer will 
find Wilbur delightful, and the prod- 
uct information technical and bor- 
ing. For anyone thinking about 
making or using a sales promotion 
film, this is a good one to see. It 
underlines a basic film truth of life: 
that any film, no matter how well- 
executed, can’t sell anything unless 
the questions, “What do I want to 
say? And to whom?” are answered 
clearly and definitely from the start. 

T.K.F. 


Sales tool 


In Place of Henry .. . 10 min., color film- 
strip made for Yellow Page advertising by 
Close and Patenaude, 1617 Pennsylvania 
Blvd., Philadelphia 3, Pa. 


This filmstrip should be about as 
effective in helping sales as a pair of 
chopsticks in eating soup. 

Its story line is about a talking 
bird named Henry who lives in a 
village called East Oddly. When 
someone had something he wanted 
to buy, he asked Henry and the 
bird told him where to get it. When 
someone had something to sell, he’d 
tell Henry. But Henry took it on 
the lam with a lady bird. Business 
in East Oddly came to a standstill. 
Then someone found “a fabulous 


book with pages of yellow” and 
soon everyone was happy again 
buying and selling. 

This is to be followed by a trailer 
in which the selling story of the 
yellow pages is to be localized for 
audiences of distributors, dealers, 
jobbers, sales agents, brokers, and 
merchants. And if these business- 
men stand still for this kind of fool- 
ishness, then patience is a wider- 
spread virtue than is generally be- 
lieved. 

Humor and the light touch are 
wonderful qualities to get into a 
selling film. They seldom work 
when they are the substance of a 
selling film or filmstrip. When one 
considers the effective, selling story 
that the yellow pages have to tell, 
one wonders how Close and Pate- 
naude got so far off the track. At 
one point in the filmstrip, a piece of 
market information is inserted, an 
interesting story of an experiment 
in Pittsburgh by a paint manufac- 
turer. But before this has a chance 
to sink in, the ha-ha boys are in 
again with more drivel about their 
blasted talking mynah bird. 

It was the unanimous opinion of 
the staff of A&SP that this was a 
wasted effort. E.S. 


Sales Promotion 


The Symbol of Better Living . . . 18!/2 min. 
motion picture, produced for General Elec- 
tric Co., Schenectady 5, N. Y., by On Film 
Inc., 33 Witherspoon St., Princeton, N. J. 


The most interesting part of this 
film is its opening sequence. It starts 
with a house under construction, 
with the frame just roughed in. It 
is Fall, and the leaves have drifted 
into what will be the living room. 
One of the construction workers 
takes time for lunch, setting a check- 
ered cloth in the middle of the floor, 
and sitting cross-legged beside it. 
Alongside his lunchbox is an electric 
coffeemaker standing on a cinder 
block. The camera follows the cord 
to the roughed-in outlet, and then 
to the conduit that carries the elec- 
tric wires throughout the entire 
house. It is a pleasant and vivid 
demonstration of the essential role 
of electricity in today’s living. 

The producers of this film were 
caught in what is a common dilem- 
ma. They must show examples of 
homes that are attractive and mod- 
ern, of the best in design; yet there 
is a danger that the film will give 
the impression of reaching above the 
income of the average viewer. It isa 
delicate line to walk, and this film 
comes very close to falling off. r.B.K. 
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HAMIMERMILL 


Super-Smooth 





Smooth, level Hammermill Super-Smooth Offset reproduces illus- 
trations graciously. Carats or carrots, this closed, compact surface 
saves ink and keeps colors faithfully rich and bright. Its clean 
whiteness adds impressiveness to even the simplest printing. 


Serves customers with regal splendor 
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A job on Hammermill 


PHOTOS COURTESY OF CARTIER 


Super-Smooth Offset IS 
an invitation 
to buy 


No matter what you're selling —Cartier’s 

18 kt. gold tableware on Fifth Avenue or 
Stainless steel on Main Street—Hammermill 
Super-Smooth Offset helps lower sales resistance. 


This paper’s high reflectance gives your 
illustrations pleasing contrasts. It accurately 
reproduces colors or black and white. 

Ink stays on top—in precise register. 


You'll like Hammermill Super-Smooth Offset. 
This insert was printed by offset on 

substance 70, Super-Smooth Offset on a 

25 x 38 two-color press. Sheet size 25% x 38. 
Speed 4,000 per hour. Deep etch plates. 
Hammermill Paper Company, Erie, Pennsylvania. 


Hammermill Se Offset for printing at its level best 
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By Max Kallenberg 
President, Kay Inc. 
New York City 


Advertising and sales promotion 
executives charged with the respon- 
sibility of getting the most for their 
advertising dollar at the point-of- 
sale would do well to examine the 
display output of the brewing in- 
dustry and see what it has done in 
this direction. For it is the brewers 
of America who have in so many 
ways set the pace in advertising at 
the point-of-sale. 

Let us then heed the advice of old 
Ben Jonson and take ourselves to a 
tavern, any tavern, and see what we 
can see. 


(1). Use of good designs and the 
best in contemporary materials 
- « One is first impressed by the 
wide variety of high quality three- 
dimensional displays. Whether the 
theme be traditional or ultra-mod- 
ern, design is unstilted and sup- 
ported by an audacious use of con- 
temporary materials—plastics, met- 
als, wire, etc. One becomes aware 
of attention to detail and superb 
craftsmanship in manufacture. With- 
al there is a clear cut definition of 
brewers’ trademark identification 
set forth boldly but in good taste. 
The brewers have maintained a con- 
tinuity and consistency of their 
point-of-sale personality in display 
advertising. 


(2). Ingenuity and invention . . 
Stunning effects—new uses of light 
and animation—adroitly applied to 
attract and hold attention. 


(3). Good housekeeping . . The 
tavern keeper has been educated by 
the brewer to appreciate good de- 


What you can learn about 
Point-of-Purchase from brewers 


Lakeside Plastics, Chicago 
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Long-time users of p.o.p., the brewers have 








learned a good deal about the medium, how to plan 











it, how to use it, and how to purchase it. 









Signs & Displays * 101 


SALES 
BOOSTER 


Merchant cooperative parking 
stamps help develop better cus- 
tomer relations. Produce stamps on 
Bergstrom safety papers for indi- 
viduality PLUS positive protection 
against counterfeiting. 

Write for your free copy of our 
“SAFETY PAPER IDEA BOOK.” 


SINCE 1904 


BERGSTROM 
PAPER COMPANY 


NEENAH, WISCONSIN 





-REE=: 
32 PAGE CATALOG 
OF LETTERING STYLES 


on of hand lettering fashioned 
your layouts T AMERICA'S LOWEST 


> $0 award actual size 


ure way to give you 


TED FENBERG ASSOC., INC. 


342 PLYMOUTH COURT, CHICAGO 4, ILL. 


| TED FEN BERG ASSOCIATES. INC. 
342 PLYMOUTH COURT 
CHICAGO 4, LLiINOIS 


; 

' 

1 Please send me your catalog 
| Nias 90 

§ Firm 

' 
4 Address 

I Cie 

' 
' 


sign and good housekeeping and 
now demands and gets display 
pieces that enhance and add inter- 
est to the decor of his interior. 


(4). Pacing and spacing of dis- 
play material . . Most displays are 
made of permanent materials and 
are planned to last at least a year. 
Some are on location longer but the 
brewer makes it a point to get good 
mileage out of each display and of- 
fers a new piece before the old dis- 
play reaches visual obsolescence. 


(5). The big pay-off—circula- 
tion value—sustained impact. . 
The brewers have demonstrated 
that the best display is the cheapest 
in the long run. Long time usage 
builds up into large circulation 


Advertising Products, Cincinnati 


Kirby-Cogeshall-Steinau, Milwaukee 


ene A 


eee 


value. Let’s take the average cost of 
the displays illustrated and estimate 
them at a high figure of $20 per 
display. These displays have been 
up from one to three years and 
sometimes longer. The average tav- 
ern has 200 customers per day. Mul- 
tiplying 200 by 300 days in the year 
gives you 60,000; multiplied by three 
years gives you 180,000 circulation 
or approximately 12¢ per, 1000 cir- 
culation. If estimated only on a basis 
of one year’s duration the cost is 34¢ 
per 1000 circulation. 

This is at the point-of-sale where 
money passes hands. These figures 
show that a successful display piece 
is the cheapest form of advertising. 
Grocery stores and supermarkets 
provide even greater mileage per 


Everbrite Sign, Milwaukee 





dollar. 


(6). Domination in groceries 
and supermarkets .. We move 
now into the grocery and supermar- 
ket outlets and a similar accolade 
can be given the beer companies for 
their fantastic achievements in terms 
of undisputed store domination and 
long time showing (years). The 
point-of-sale opportunity was al- 
ways there but it took the brewers 
to see it, snatch it and hold it, with 
displays of novel design, good mate- 
rial, illumination and dealer service 
features. 


(7). Restrictions and limitations 
- - All of the above has been accom- 
plished despite the many restrictions 
imposed on the brewers by local, 


I Meister 
Belt 


Neon Products Inc., Lima, Ohio 


Einson-Freeman Co., Long Island City, N.Y. 


state and federal authorities. Re- 
strictions which limit size, types and 
functions allowed for dealers and 
these vary with geography. The 
brewers are meticulous in adhering 
to regulations. 


(8). Behind-the-scenes reasons 
for success . . Top management 
takes an active part in the selection 
of point-of-sale material. In many 
cases the top executive represents a 
dynastic line from father to son and 
he takes pride in the name and 
product and insists displays reflect 
good taste and prestige presentation 
at the point-of-sale. 


(9). Point-of-sale is given the 
stature of any other advertising 
medium .. Brewers more than any 


Are 


TWO HEADS 
Better than One? 


We think so. That’s why we 
purchased the display division 
of Heinz Manufacturing Co. in 
Elwood, Indiana. We wanted to 
add their knowledge of display 
design and manufacture to our 
own for the benefit of our cus- 
tomers as well as theirs. 


Designing displays is an in- 
creasingly exacting business. Re- 
tailers are demanding better ap- 
pearance as well as more produc- 
tive use of the space in their stores. 
Advertisers must meet these re- 
quirements if they expect their 
displays to be used. 


By combining Heinz design staff 
with our own, we have greatly 
increased the fund of knowledge 
and skill that can be applied to 
our customer’s display problems. 
Personnel and special equipment 
from Heinz manufacturing de- 
partment have also added versa- 
tility and efficiency to our produc- 
tion facilities. 


Why not consult us the next 
time you have a display problem ? 
Let us show you why two heads 
are better than one. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY AND SHELBY STREETS 
INDIANAPOLIS, INDIANA 


Manufacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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Outdoor 
Displays 


Custom-Made and Stock Displays 
PENNANTS 


VERTICAL POLE DISPLAYS 


LETTER-BANNERS 


WINDOW DISPLAY 
LETTERS 


PROPELLER 
PENNANTS 


POSTERS AND 
BANNERS 


Write for FREE CATALOG 


La bell tt ae 


TU ae Oem EL ese a 


HEW DECAI Ss 
DECALS 


applied in seconds without water. Saves labor; 
curling in storage. MADE TC YOUR 8 SPECIFI. 


CATIONS. . .iettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.B0x 948, Wichita! Kansas 


BRILLIANT/ > ACCURATE/ LOW IN COST/ 
GEM Color—TOP QUALITY letter- 
runs of 100 to 10,000. ae 
from Ektachrome or art 

prosted. DULIVERT to 3-3 

samples. 


PRINTINGY) Crist. 
Tors ok ae a rs 


MILWAUKEE 7 


i LUAUS 


for CONVENTIONS - CLUB - HOME 
Te LL RA 


M7 Hq. 305 7th Ave., N.Y. 1, N.Y., OR 5-6500 
Br: 30 W. Wash. St., Chi. 2, Il!. AN 3-6622 


Never misses when you wont rocket-speed 
responses to your business Promotions. Try your next 


WRITE FOR FREE SAMPLE 


MARVIC ADV. CORP. 9 ae 
861-RAMANHATIAN AVE, BROOKLYN 22, WN. Y. 


other field of advertisers recognize 
the importance of point-of-sale to 
their sales curve. They have estab- 
lished order and systematic planning 
in their point-of-sale programming. 
They have hired capable executives 
and have charged them with this 
responsibility as a major activity. 
Brewers designate this executive as 
the display director, display man- 
ager or merchandise director. 


(10). Respect for suppliers con- 
tributing efforts . . While most 
brewers logically depend in the 
main upon a handful of proven 
suppliers there is an open minded- 
ness to offerings made by any other 
supplier. The display director is re- 
spectful of presentations and makes 


Hammer Bros., Chicago 


it a point to restrain reckless un- 
guided display speculations. The ex- 
ecutive handling displays is com- 
petent and experienced and can spot 
a good display idea from sketches 
and will willingly contribute time 
and money to the development of 
models. Most brewers have set up 
experimental budgets to cover such 
developmental activties. Most im- 
portant—the best results occur 
when a display project is a partner- 
ship creation between the buyer and 
vendor and usually close, painstak- 
ing cooperation takes place to bring 
off any new and successful display 
project. 

Yes, the brewers of America have 
found effective point-of-sale activi- 
ty means profitable selling. 44 


Thomas A. Schutz Co., Morton Grove, I! 


Kay Inc., New York 





Colorful Design 


. . » The lettering, in the same style as the store-front signs, is in red 


on a white panel; the other lettering is white on turquoise, while the border is yellow. 
One of these is placed north, another south, of the town itself. 


A small-town retailer has 
succeeded in pulling 

trade from the main highway 
with attractive 

outdoor signs. 


How Outdoor Signs Pull Tourist Trade 


By Elwood W. Landis 


“Highway advertising is the best 
advertising I’ve found for my busi- 
ness,” says Hilding Jaderborg, pro- 
prietor of Swedish Crafts, a gift 
shop specializing in Scandinavian 
imports. 

The shop is located in Lindsborg, 
a central Kansas town of about 
2,000 located on busy U.S. highway 
81, a main north-south route 
through its part of the country. 

He has invested about $1,000 in 
signs for a three-year period and 
plans to do more. His signs, large, 
adorned with a dwarf and painted 
in bright colors, were designed and 
built and are maintained by Sun- 
flower Highway Displays, Linds- 
borg. 


> Mr. Jaderborg says the biggest re- 
sponse from his highway signs 
comes during June, July and Aug- 
ust, the height of the tourist season. 
He estimates that during that time 
about 50% of the people visiting his 
store have been directed there by 
the signs. 

His estimate is based on his ques- 
tioning of customers about how they 


found his store. A good many of 
them are tourists who said they 
were not planning to stop at all in 
Lindsborg until they saw his signs. 

The copy on his signs, “Authen- 
tic Seandinavian Handcrafts,” 
arouses their curiosity, he says, and 
many of them stop half-expecting 
to see him in a workshop making 
the gifts that he sells. Upon their 
arrival, they see a unique gift store 
instead, but they still like what they 
see. Most of his gift lines come from 
Scandinavia and so they are “au- 
thentic.” 


> A good highway advertising sign 
for his business, Mr. Jaderborg be- 
lieved, would arouse curiosity and 
tell its message all in one quick 
glimpse. Therefore, he specified that 
it must be simple. Sunflower High- 
way Displays designed a sign, 10x- 
30’, with copy restricted to the name 
of the store, “Swedish Crafts,” and 
to “Authentic Scandinavian Hand- 
crafts.” Scotchlite reflective sheet- 
ing made the sign visible in head- 
light beams at night. 

A separate panel beneath the sign 
carried the address of the store. 

One sign is located just south of 


Lindsborg on the highway and, ac- 
cording to Mr. Jaderborg, is the 
more effective of the two. The other 
sign is located about a mile north 
of Lindsborg. 

Because highway 81 skirts the 
edge of Lindsborg, tourists often 
drive through and leave town be- 
fore they realize that they’ve missed 
it and turn around and come back. 
For that reason Jaderborg feels he 
needs a sign on the highway in 
town marking where travelers 
should turn to reach his store. 

He also believes that he can 
profitably gain a greater impact by 
using two signs either direction 
from town, one some distance from 
town, and a second one just outside 
of town. The signs, designed to in- 
ject a double dose of stimulant into 
the curiosity of tourists seeing both, 
would be practically alike, differing 
perhaps only in size with the one 
farthest from town being the larg- 
est. 


> With his type of business, Mr. 
Jaderborg believes that he can at- 
tract more people to his door by 
putting up more highway signs. 

- continued on p. 108 
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Fasson Proven 


the Most Satisfactory 
Self-Adhesive [jij 


After testing six brands of self-adhesives for labeling this 
polyethylene squeeze bottle, manufacturers of Air Maid 
liquid detergent found Fasson’s materials with S-277 
adhesive performed best. 


That’s why these smart labels are now letterpress printed 
in blue and red ink on Fasson High Gloss stock. 


Here’s proof that you get the finest in self-adhesive 
materials when you insist on Fasson. 


A Salesman For Every 
Unit... Only 5¢ 


The bright red, point-of-purchase stickers with white 
letters are printed on Fasson self-adhesive High Gloss 
stock. They’re placed on appliances in seconds . . . stay 
on until they’ve helped sell the product . . . then are 
easily pulled off. It’s just like sending a company sales- 
man with every unit . . . for about 5¢! Do you have 
applications like this? 





After 2 Years Fasson Signs Stay Bright and Tight on United Equipment 


“‘We’ve used permanent Fasson signs on United Air 
Lines equipment for over 2 years in all kinds of weather,” 
reports J. P. Lavin, U.A.L. Buyer. “These FasCal and 
Mylar*-Vinyl signs are working out very well both from 


Double-Faced Mylar* Makes Anything 
Self-Adhesive... 


Super-strong adhesive on both sides of new Fasson Double- 
Faced Mylar Tape makes signs and displays self-adhesive 
at extremely low cost. Applies quickly and easily from 
handy rolls . . . ready for immediate or future use by 


removing backing paper. Available in 4%” to 54” wide 
rolls. 


* Mylar is a DuPont Polyester Film 


the standpoint of adhering, and also the brilliancy of 
the reproduction.” ... You, too, can count on long life and 
top quality when you use Fasson Mylar-Vinyl and FasCal 
for signs, nameplates and decorative trim. 


Fasson Solves Tampering Problem 
for lowa... 


IOWA 6} | 


a 


7 


Weight stickers for Iowa truck licenses had to be non- 
removable and endure a full year’s exposure to all road 
conditions. Fasson’s latex-impregnated Texoprint, spe- 
cially coated with Permanent type adhesive, solved the 
problem. The weight tag can’t be removed without 
destroying it, and an over-coating of varnish keeps print- 
ing looking fresh all year. 


Fasson Products 


Dept. A ° 


An Avery Company 
250 Chester Street ¢ Painesville, Ohio 


Makers of self-adhesive papers ¢ foils * films * for converters 
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fay 


BLACK BOARDS 


On Plastic Pressure Sensitive 


Peel off the backing and 
apply to clean surface. 
Indoor or Outdoor use. 
Lasts Indefinitely. Sizes up 
to 27” x 37”. Printed with 
your advertising message 
in color. 


SALES 
PROMOTION 
PRODUCTS, INC, 
5702 DETROIT AVE. 
CLEVELAND 2, OHIO 





To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Advertising & 
Sales Promotion 


200 E. Illinois St. « Chicago 11, Ill. 


108 + A&SP + July 1961 








These people are tourists who us- 
ually spend more than local people. 
Although he estimates that they 
comprise 50% of his customers dur- 
ing the summer months, they ac- 
count for 75% of his store’s income 
during that period. 

It is difficult to determine during 
the winter months how much good 
his signs do. Many of his customers 
are persons who are visiting in 
Lindsborg or who've driven over 
from a nearby community to shop 
in Lindsborg. 44 


Outdoor Cloth Signs 
Shown by Pratt Poster 


Six examples of custom-made 
outdoor cloth signs are shown in a 
folder from Pratt Poster Co., 
Indianapolis. 

Each illustration shows the “Let- 
ter- Banners” in a different style or 
customer use including a 3-decker 
display for a special sale, an in- 
terior panel unit and a king-size 
combined with regular. 

Letter-Banners come ready to 
use, sewed and centered on 60’ 
ropes with a choice of two letter 
sizes, 13x19” or 16x28”. Color can 
be regular or fluorescent. 

Prices are included. 

+ for more details circle 729, page 117 


Traveling Sign Idea 
Described in Folder 


Traveling signs on the top of road 
vehicles have been introduced by 
Travel Ads Inc., Lincoln, Neb. 

Called “Travel Ads,” the signs are 
double-sided, swinging panels which 
are bracketed on top of the vehicle 
in such a way that they are “air- 
activated” into eye-catching motion 
at all times. The brackets are made 
of stainless steel and aluminum and 
hooked on the vehicle’s rain rails 
with rubber pads to prevent damage 
to the top. They can be put on or 
removed quickly and can be used 
in heights up to 14” to permit con- 
tour design. The advertising panels 
are of standard Masonite or card- 
board, measure 9x30’ and can be 
changed easily. 

Travel Ads can be purchased for 
company truck or car use or rented 
to obtain space on common carriers 
such as taxicabs. 

Copies of the folder are available. 

- for more details circle 730, page 117 


Qualatex File Describes 
Floating Ad Signs 


A buying guide kit with informa- 
tion about the complete line of 
Qualatex advertising balloons has 


Great Men in Printing . . . Mural honoring pioneers in printing is in new headquar- 
ters building of Miehle-Goss-Dexter, Chicago. Etched in plexiglass with a carborundum 
drill, the 12x5’ work was executed by sculptor Harold Kee Welch. Figures in the 
mural include (left to right) Pi Sheng, William Caxton, Colard Mansion, Johann 
Gutenberg, John Mentelin, Nicholas Jensen, Erhard Ratdolt, Aldus Manutius, Claude 
Garamond, Louis Elzevir, Christopher Plantin, William Caslon, John Baskerville, John 
Walter ||, Giambattista Bodoni, William Morris, Emery Walker, Lord Northcliffe, 


C.P. Scott and Eric Gill. 





Sel Sticking Outdoor Displays 


hal LAST LONGER...SELL STRONGER 


Re ee ome 


loons YIN 


NEWEST KLEEN-STIK “miracle” material makes Pos- Ideal for: 

sible attractive, economical displays for every outdoor Truck Signs @ Taxicab Insignia © Bumper 

application. Made of tough, flexible viny] plastic film, it is Strips © Gas Pump Stickers © Wall Posters 

impervious to water, heat, sun, salt, acids, and most oils © Product Nameplates ® Automobile Em- 

and grease. Easy to print by any process — letterpress, blems © Instruction Labels . . . and many 

offset, or silk screen. Best of all, it’s backed with extra- ps ee 

strong Kleen-Stik adhesive to stick tighter and longer on Write for information and samples of the 

practically any surface. industry's most complete line of pressure- 
sensitive products. 


= 
When merchandising plans Kk Lose a) a i f 
call for outdoor signs, call for 
Kleen-Stik VINYL STIKI PRODUCT — 
7300 W. Wilson Ave. ® Chicago 31, Ill. 


Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


1934-1959...25 VEARS OF PRESSURE-SENSITIVE LEADERSHIP! 
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SEE FOR YOURSELF! Your low cost highway ‘‘tacker’’ signs can 
now sell harder, sell longer—reach 50% more motorists than ever before. 
Simply reflectorize with ‘‘Codit’’ Reflective Liquid. Voila! Your signs are 
selling all night. And at less cost per reader than last year’s daytime—only 
signs. See for yourself. Send for free miniature signs of ‘‘Codit’’ Reflective 


Liquid—and make the flashlight test right ODI © REFLECTIVE 
at your desk. Details on next page... AA LIQUID 


Hour a day service 


"2-Way Radio Dispatched 
Pick Up And Delivery Service 


QUALITY 


FOUR COLOR PROCESS, 
HALFTONE, LINE PLATES 
ELECTROTYPES 


Oa ELT 
A 


Call STate 2-3939 NORTHWESTERN PHOTO ENGRAVING CO. 


328 S. JEFFERSON ST. © CHICAGO 6, ILLINOIS 
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Outdoor Goes Indoor. . . Signal Oil Co., 
a heavy user of outdoor advertising is 
cross-plugging its outdoor messages by 
referring to the billboards on tv and 
radio, and in Western editions of na- 
tional magazines. 


been developed by the Pioneer Rub- 
ber Co., Willard, Ohio. 

The kit contains illustrated catalog 
sheets showing available balloon 
shapes including round, paddle, air- 
ship, plus head and body styles with 
inflatable ears. Prices are printed on 
the reverse side of each page for 
quick, simple reference and infor- 
mation about copy, colors, sizes, cuts, 
inflating devices, plus imprint speci- 
fications are also included in the kit. 

A special holder rack in the kit 
contains samples of various types of 
imprinted advertising balloons. 

+ « « for more details circle 731, page 117 


Panelescent Possibilities 
Reported by Sylvania 


A new possibility in illuminated 
signs is the development of the 
“Panelescent” lamp by Sylvania 
Electric Products Inc. 

Designed for both indoor and out- 
door use, Panelescent lighting is a 
thin, phosphor-coated metal sheet 
imbedded in plastic in a metal tray. 
It produces light by sending an elec- 
trical current through the layer of 
phosphors on a thin porcelain enam- 
el and steel, plastic or glass base. 
The lamp has no filaments to fail, 
no gases to contaminate, and no 
emissive material to be consumed, 
Sylvania reports, thus giving a very 
long lamp life. Durability, because 
of the imbedment process, is strong 
enough to keep the sign illuminated 
even after it has been punctured by 
pellets, bullets, etc. 

Panelescent lamps can be pro- 
duced in about any shape and in 
sizes up to 3x5’. Colors include 





green, blue, white, yellow, red and 
orange. The signs can be constructed 
less than one inch thick with lighted 
letters, numbers and areas. 
Complete information on Paneles- 
cent can be obtained from Sylvania 
Electric Products Inc., 730 Third 
Av., New York 17. 44 


Airborne Ad Message 
Carried by Adver-Blimp 


A blimp-styled balloon for air- 
borne messages has been developed 
by the Raven Industries. 

Available in a bright orange, the 
“Adver-Blimp” can be painted with 
an advertising message and is sug- 
gested for use in grand openings, 
fairs, sporting events, etc. 


It is made of weather-proof vinyl 
and comes equipped with a mooring 
line, patching material and instruc- 
tions for operating. It uses less than 
one small tank of lifting gas to stay 
aloft from 4 to 8 hours. 

Additional information is avail- 
able from Raven Industries, Sioux 
Falls, S. D. 44 


Fluorescent Advantages 
Detailed by Westinghouse 


The advantages of fluorescent il- 
lumination in today’s sign situa- 
tions are discussed in a folder from 
Westinghouse, Pittsburgh. 

Also included is a description of 
each of the types of fluorescent 
lighting currently available such as 
Sataliner, Sign-Pak, Adliner. Vari- 
ous types of mounting applications 
are also shown. 

Copies of the folder are avail- 
able. 


- for more details circle 732, page 117 


Outdoor Analyzes Itself 
In 68-Page Booklet 


The development, growth and 
place of outdoor advertising in the 
American advertising picture is de- 
scribed in a 6-chapter booklet re- 
leased by the Outdoor Advertising 
Assn. of America, Chicago. 

Stressing its support to national 








LOW COST SIGNS THAT SELL ALL NIGHT! Signs of ‘‘Codit’’ 
Reflective Liquid stand out brilliantly in headlight beams...75 times 
brighter than paint! You get 50% more readership. Plus greater impact. 
All at a practical price for your economy sign budget. Send for more facts 


plus free miniature signs—and make a test that will open your eyes! Write 
3M, Dept. RCQ-71, St. Paul, Minn 


* REFLECTIVE 
Miiemesora [ftmine ano [ffanuractunine company E> LIQUID 
«++ WHERE RESEARCH 15 THE KEY TO TOMORROW BRAND 


8x10 
GLOSSY 
PRINTS 


9'2¢ 


EACH 
IN LOTS OF 100 


Petel a7 PRICE EACH 
NEG 4 100 


usoss1fuiferfoe]on 


Cala a a 
Past af af ala] 


Standard delivery 3-5 days on any quantity. Special Delivery 
available on request. Write for complete catalog and price list 


UANTITY 


PHOTO COMPANY 
119 W. Hubbard St., Chicago 10, Ili 
Telephone: SU 7-8288 
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What the makers of 
Smirnoff Vodka 
have learned about 
point-of-purchase 
and how to 
evaluate it 


By Chris W. Carriuolo 

Vice-president & national sales manager 
Heublein Inc. 

Hartford, Conn. 


We, at Heublein, are proud of our 
reputation as a promotion company. 
All too often, management is prod- 
uct-oriented; we insist that our 
management be buyer-oriented. 

Of course, product and price are 
two important marketing elements. 
But advertising, sales promotion, 
public relations, and so on are most 
essential in building a profitable 
brand franchise. 

The key to our company’s growth 
has been our ability to create dis- 
tinction and desirability in the buy- 
er’s mind through packaged sales 
promotion, of which point-of-sale is 
the most important element. 


> For Smirnoff Vodka alone this 
year, we will spend neacly $4 mil- 
lion in advertising. On top of that, 
there is nearly another 50% for all 
forms of merchandising and sales 
promotion. 

These figures are not designed to 
impress you. What I hope is im- 
pressive is the fact that these ex- 
penditures are confidently regarded 
by management as investments. If 
they are not successful investments, 
the true loss is not measured in 


This article is adapted from a talk given 
at the fourth annual national members’ 
meeting of the Point-of-Purchase Adver- 
tising Institute. 
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Seven Basic Concepts 
of Modern Merchandising 


these figures, but in what these fig- 
ures were reasonably expected to 
produce in terms of sales and 
ultimately in terms of profits. This 
is the concept that makes us a pro- 
motion company. 

Our philosophy of merchandising 
is built around the following seven 
basic concepts. 


1. The primary function of mer- 
chandising is to re-establish brand 
identity at the point-of-purchase. 
Its secondary function to create 
new customers by selling an idea 
that is strongly associated with the 
brand. 


2. We believe that merchandising 
is an integral part of sales. Mer- 
chandising implements sales. This 
is so true it sounds like a cliche, yet 
all too often, companies think in 
terms of point-of-sale material as 
something that has to be distributed, 
but little thought is given to the 
accompanying sales plan. 


3. As with our advertising, we are 
constantly trying to sharpen our 
promotional reflexes; we depart 
from conformity and attempt to 
generate excitement, because when 
this happens, the entire trade — the 
distributors and the retailers — pass 
it on to the consumers, and we sell 
more cases. 


4. Effective use of merchandising 
materials by the sales force requires 
not only training but a first step: 
absolute assurance that the sales- 
men understand the purpose and 
rationale of the merchandising aids. 


We bring our sales people into ex- 
posure with new merchandising 
materials well in advance of placing 
them into distribution. 


5. We use point-of-purchase to test 
new ideas. Many of these ideas 
culminate in a full-scale advertising 
and promotional program. This 
method is less expensive and can 
give you marketing facts faster. We 
depend very strongly on the co- 
operation of our display companies 
during these tests. If they are alert 
and help work out the bugs, usually 
they can count on a full-scale pro- 
gram for the future. At this mo- 
ment, we are testing five new mar- 
keting ideas via sales promotion. 


6. We need and recommend a con- 
stant evaluation of the merchandis- 
ing job and how it might assist in 
the selling job. Conditions change 
and we feel very strongly that new 
merchandising techniques can be 
developed as a company project and 
in conjunction with point-of-pur- 
chase suppliers. 


7. Last but not least we check 
the effectiveness of existing display 
programs in the field. This is one 
of our biggest gripes. Display sup- 
pliers usually have no further con- 
cern for a display program once it 
has been shipped and billed. I think 
suppliers are missing the boat on 
their best lead for future business. 
Certainly there are limits on time 
and expense. However, neither must 
be great, but the rewards in new 
ideas and increased orders can be 
fantastic. 44 





Fascal Seat Stickers . . . Full-color, self- 
sticking stickers by Fasson Products, 
Painesville, Ohio, are being used on the 
backs of bus seats as new sign idea. 


PUCUEEEUOUUOCEOEEOOOUSEEEUCOOUEEEOCEODEGEOCUORRREEOCOOORREONOOOOERROE teveeeens 


and local public service programs, 
OAAA points out in the booklet 
that outdoor advertising is not a 
traffic hazard, but rather an educa- 
tor in the prevention of traffic ac- 
cidents. 

A variety of testimonials on the 
medium’s potency in the sales pic- 
ture, are given by the executives of 
more than two dozen companies us- 
ing outdoor advertising plus minia- 
ture reprints of some famous com- 
mercial posters. 

“The Outdoor Story” is being 
made available to members of 
OAAA for distribution to schools, 
libraries, local legislators, etc. Addi- 
tional details can be obtained from 
the Outdoor Advertising Assn. of 
America Inc., 24 W. Erie St., Chi- 
cago 10. 44 


Buyer’s Guide Fact File 
Released for Sign Buyers 


A file folder of buying informa- 
tion on baked enamel signs is now 
available from Color Metal Sign 
Co., East St. Louis, Ill. 

Designed as a basic reference 
piece for the buyer’s convenience, 
the file includes information on all 
the components of a baked enamel 
sign. 

Separate specification sheets cover 
the paint, metal, backframing, in- 
stallation, erection, brackets, hang- 
ers, etc. on the sign units plus a 
tip sheet on writing sign order 
specifications clearly and correctly. 

Copies of the “Buyer’s Guide For 
Baked Enamel Signs” are available 
at a price of 65¢ each from Color 
Metal Sign Co., 31st St. and St. 
Clair Av., East St. Louis, Ill. 44 


TELL ae 
FOR COMPLETE SIGN PROGRAMS 
EI 


& free TV 
1NG POOL 


As the only major producer of both metal and plastic signs, Mulholland 
Harper can save you time and money. Planning and designing are 
TUT LOMO ARTCC MAELO UCM COLUM -r 1 LOL CCMST D8) OCU 
Designs and colors are faithfully reproduced throughout the entire pro 
ram. Delivery schedules are orderly maintained and coordinated 
And you are relieved of the many burdensome details that can occur 


FMM TIME SMNTI TO Tt Te Oct oe TP A Lt) MLO LOL 


ai 


MULHOLLAND-HARPER CO. 
5800 Tacony St., Philadelphia 24, Pa. 
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Addressograph Suppliers 


Dean-Forrest Co. ..................116 


Art & Photography 


Colind Photography .......... 56 
Mack, Douglas ..................... 56 
Major Photo Co. .................... 71 
Multi-Ad Services Inc. ...... 78 
Quantity Photo Co. 

Stowell Studios Inc, ..... 

United Press International 74-75 
Volk, Jr., Harry, Art Studio 71 


Art Supplies 


Bienfang Paper Co. Inc. ......116 
Crescent Cardboard Co. 68 
National Card Mat & 

Board Co. .... 56 
Prestype Inc. 14 


Balloons 

Oak Rubber Co. 

Banners, Pennants 

Pratt Poster Co. , 104 
Binders, Catalog Covers 


American Thermoplastic 
Co. 
Smith, S. K., Co. 


Control Planning Aids 
Grephic Systems 
Convention Facilities 
Edgewater Beach Hotel 
Copyfitting Aids 


Haberule Co. 
Copywriting Service 
Copy Shop . 

Decals 


Barron, J. G., 
ae comania Co. 116 
ulti-Color Process Co. . 92 
fram ce Products Co. ....... 57 
Screan Process Printing 


eh coe 


Direct Advertising 


Brodie Advertising Service .. 82 


114 * ARSP + July 1961 


Bruder, H. F., & Assoc. 
Dréy, Welter, Inc. .......<: 82 
Du-Plex Onvelope Corp. .... 65 
Marvic Adv. Corp. ..............104 
McGraw-Hill Direct Mail 

as Sntbisascaen (ee 


Display Materials 


Kleen-Stik Products Inc. 5, 109 


Display Motors 


Vue-More Corp. 


Displays, Plastic 


Hutcheson Displays Inc. ...... 40 


Displays, Window & Store 


Fredrick Photogelatine 

Press Inc. ne ..... 66 
Hutcheson Displays Inc. -... 40 
Indiana Wire & Specialty 

Co. Ine. P pitied 
Pratt Poster Co. uu. 104 


Displays, Wire 


Indiana Wire & Specialty 
Co. Inc. 


Envelopes 
u-Plex Onvelope Corp. 


Gravure Services 


Acme Gravure Services Inc. 89 
Collins, Miller & Hutchings 


Inc. Back Cover 
Imprinting 


Sersen's 


Imprint ng 
Indexes 

Aigner, G. J., Co 
Labels & Tags 


Brown-Bridge Mills Inc. ...... 90 
Cupples-Hesse Corp. . 83 
Dennison Mfg. Co. 

Inside Front Cover 
Kleen-Stik Products Inc. 5, 109 
National Tag Co. faargiaael 
Rothchild Printing Co. .......116 


Letterheads 


Bruder, H. F., & Assoc. ........ 92 
Parsons Paper Div. .... .. 44 
Whiting-Plover Paper Co. 

: . Inside Back Cover 


Buyer's Guide and 


Lettering Devices 
Veteuwn Ge. ............... 
Lettershops 


Brodie Advertising Service .. 
Mailing Lists 


Drey, Walter, Inc. eo 

McGraw-Hill Direct Mail 
Ow... 

Special Correspondents Inc. 


Matchbooks 


Clickbook Match of 
Baltimore ..... 

Diamond National Cer. . 

Lion Match Co. Inc. 

Universal Match Corp. ........ 


Motion Picture Services 
MP-TV Services 
Office Equipment 


Ry a ee 
Friden Inc. 


Packaging Materials 


Chippewa Paper Products 
Co. 


Papers, Printing 


Bergstror 2, 102 
Eastern Pulp 

Div. . 19-20 
Ecusta Pape: : 13 
Gilbert Paper Co. . 9-10 
Hammermill Paper Co. .. 99-100 
International Paper Co. .. 80-81 

Nekoosa-Edwards Paper 

Co. . 69-70 
Northwest Paper Co. 
Parsons Paper Div. “cadena 
Strathmore Paper ae 54 
West Virginia Pulp & Paper 

Co. . 58-59 
Whiting- Plover Paper Co. 

. Inside Back Cover 


Papers, Specialty 


Bergstrom Paper Co. 2, 102 
Bienfang Paper Co. Inc. ......116 
Brown-Bridge Mills Inc. ...... 90 
Kleen-Stik Products Inc. 5, 109 


Paste-Up Type 


Pee e.: 


Photocopy Machines 


GN OS We I oveicceetinence 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 
Back Cover 


Northwestern Photo Engrav- 
BE De ta ec ceesaticatesaen 

Progress-Hanson- Progressive 
Group ....... pis . 65 

World ‘Color WS Baden dt 53 


Photographic Equipment 
& Materials 


Lacey-Luci Products Co. .... 56 


Photographic Reporting 
United Press International 74-75 


Photo Lettering & 
Typesetting 


Filmotype Corp. .... j sae 
Flexo-lettering Co. Inc. ....... 56 
Mergenthaler Linotype Co. 51 
Warwick Typographers Inc. 78 


Photo Prints, Quantity 


Major Photo Co. 
Quantity Photo Co. .. 


Plaques & Trophies 


Arlen Trophy Co. Inc. .... 


Postcards 


Corona Color Studios 
Grogan Photo Co. ......... 


Premiums & Specialties 


A-B Emblem Corp. 

Ever Ready Calendar Mfg. 
Ce... i 

Georgopulo, S. A., “& Co. 
Inc. a 

Mercury Industries 

Oak Rubber Co. . piles 

Orchawaii : . 44, 


Presentation Materials 


Smith, S. K., Co. 
Printing 


Sed, 0S. CA, .~-...... 
Fredrick Photogelatine 
Press tac. -........ a 
Graphic Enterprises of 
Milwaukee Inc. ..............--104 
Kaumagraph Co. ......-........--- 7 
Rayner Lithographing Co. 





Index of Advertisers 


A-B Emblem Corp. ....... .... 40 
Acme Gravure Services Inc. 89 
Aigner, G. J., Co. .............016 


American Thermoplastic 
I eet RR ac ncaendlene cece, 


Arlen Tinie Co. i 
Barron, J. G., Decalcomania 
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Bergstrom Paper Co. ........ 
Bienfang Paper Co, Inc. 
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Brodie Advertising Service .. 82 
Brown-Bridge Mills Inc. .... 90 
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Bundscho, J. M., : 66 


Chippewa Paper Products 
Co. Inc. 90 


Clickbook Match of 
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Collins, Miller & Hutchings 

. Back Cover 

Copy Shop 
Corona Color Studios ........ 
Crescent Cardboard Co. . 
Cupples-Hesse Corp. ........ 83 
Dean-Forrest Co. ................--116 
Dennison Mfg. Co. ....... 

2a _ Inside Front Cover 
Diamond National Corp. .... 33 
ree, A. Be Ce. .. — 


Projectors 


Picture Recording Co. 
Tel-A-Story Inc. ..... 
Viewlex Inc. ........ 


Self-Sticking Specialties 


Barron, J. G., Decalcomania 

Ca «. ae i 
Dennison Mfa. i 
Inside Front Cover 
Fasson Products ............ 106-107 
Kleen-Stik Products Inc. 5, 109 
Multi-Color Process Co. .... 92 
Prentice Products Co. ........ 57 
Sales Promotion Products 

ee ..108 
Screen Process Printing 


Co. 


Signs & Identification 
Materials 


Dualite Products Inc. . 


Drey, Walter, Inc. .... 
Dualite Products Inc. 
Du-Plex Onvelope Corp. 
Eastern Fine Paper & Pulp 


Ecusta Paper Products 
Edgewater Beach Hotel 


Ever Ready Calendar ae 
NMS nccsecanutave , . 44 


Fasson Nedeok . rica 106-107 
Fenberg, Ted, Assoc. Inc. ..102 
Filmotype Corp. 

Flexo-lettering Co. Inc. ...... 56 


Fredrick Photogelatine Press 
Inc, 


Friden Inc. 


Georgopulo, 
Inc. 


Gilbert Seate Co. 


Graphic Enterprises of 
Milwaukee Inc. . 


Graphic Systems ...............---- 
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International ines Co. 


Fasson Products .... 
Fredrick Photogelatine 

Pe SNS ee ee 66 
Mulholland-Harper Co. ...... 
Multi-Color Process Co. ...... 
Pratt Poster Co. ............. 


. 106-107 


Signs Materials 


Fasson Products . .... 106-107 
Kleen-Stik Products Inc. ..5, 109 
Minnesota Ts & Mfg. 

Rai pesceacernccbisabucsenzua’ HT OS 
Sales Promotion “Products 
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Signs, Metal 


Mulholland-Harper Co. ........ 113 


Lacey-Luci Products Co. .... 
Lanston Monotype Co. . 
Lion Match Co. Inc. 
Mack, Douglas .... 

Major Photo Co. 

Marvic Adv. Corp. . 
McGraw-Hill Direct Mail 
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Mercury Industries .............. 42 
Linotype Co. 51 
Minnesota Mining & Mfg. 
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Multi-Color Process Co. ...... 92 
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Mergenthaler 
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Northwest Paper Co. . 37-38 


Northwestern Photo 
Engraving Co. 110 


Oak Rubber Co. ....... . 45 
Orchawaii aia 44, 104 
Parsons Paper Div. .............. 44 
Picture Recording Co. . oe 
Pratt Poster Co. . svssenvelf OM 


Signs, Plastic 


Dualite Products Inc. . — 
Mulholland-Harper Co. .... 


Stock Art 


Multi-Ad- Services Inc. ........ 
Volk, Jr., Harry, Art Studio 


Stock Photos 
Mack, Douglas 


Typefounders 


Lanston Monotype Co. ....... 
Mergenthaler Linotype Co. 


Prentice Products Co. 57 
Prestype Inc. .... he 14 
Progress-Hanson =e ve 


Groep 1. | 
Quantity Photo ‘te i 
Rayner Lithographing Co. .. 61 
Rothchild Printing Co. ........116 
Sales Promotion Products 
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Universal Match Corp. ........ 35 
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Volk, Jr., Harry, 

Art Studio .... ee Ta 
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Warwick Typographers ae 78 
West Virginia Pulp and 

Paper Co. .... ..58-59 
Whiting-Plover Paper Co. 

: .. Inside Back Cover 
World Color Inc. ..... . 53 


Typewriters, Composing- 
Reproducing 


Friden Inc. ..... 


Typography 


Bundscho, J. M., Inc, ...W..... 
Fenberg, Ted, Assoc. Inc. .... 
Service Typographers Inc. .... 
Warwick Typographers Inc. .. 


Visual Aids 


Colind Photography Inc. .... 
Graphic Systems .......- 
Lacey-Luci Products Co. .... 
Multiplex Display Fixture 

Co. ; 
Picture Recordi ng Se. 
Tel-A-Story Inc. 


Viewlex Inc. 
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Preferred Sources for 
SERVICES AND SUPPLIES A™M& 


BINDERS 


SCC 
TURAL | 


it == 
HUT aR 


with individually designed covers 


as low as §4¢ in lots of 1000 


These are top quality binders, made electronically of 
long-wearing vinyl plastic. Wide choice of colors . . . 
one-color imprinting included without extra charge. All 
sizes, all styles available promptly. Call or write for 
samples and quantity price list 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenue Pittsburgh 19, Pa 


NELSON 


BRISTOL BOARD 


ADDRESSOGRAPH PLATES 


NEW PLATES NEW FRAMES 


for your Speedaumat and Addressograph 
all styles available — immediate delivery 


DEAN FORREST CO. 


7 Foster Street Revere, Mass. 


TAGS 


Merchandising 


Free-Tag Kit 


Color Counsel, 


Art, Copy, 
Surveys 


Tag and Label Division 


Rothchild Printing Company Inc. 


52 East 19th Street New York 3,N.¥. ORegon 7-5180 
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VARIGRAPH LETTERING INSTRUMENT 
Cuts Printing Costs — Speeds Production 


For new Free Catalog and Information write 
VARIGRAPH CO., 840 W. Lakeside St., Madison 1, Wis. 


TITLE INDEXES 


JAICOL 


Made with special 
titles or choose 
'ATIONS _ a wide variety 
G. J. Aigner Company cues” 
426 S. Clinton St. or write for infor- 
Chicago 7, Wl, HA 7-7414 | 


mation and samples. 


SPECIAL -TITLE 
INDEXES for YOUR 
CATALOGS and SALES 


COLOR POST CARDS 


BEST BUY !! 


cf OQ NATURAL coLoR PostcaRDs 


ALL SIZES of CARDS 
JUMBO — RETURN REPLY — CATALOG SHEETS 
Original Photography to Finished Postcard 
Fast Service Available 
Write for Price List and Somples 
CORONA COLOR via tap og 


¥. 46th St. New York 


ADVERTISING CIGARETTES 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 
G. A. GEORGOPULO & CO., Inc. 


Cigarette Mirs. Since 1905 
48 Stone $t., New York 4 


BARRON'S DECALS 


Water, Varnish, or Dry, Waterless 
Decals, Any Size or Quantity. Pres- 
sure Sensitive Signs and Trademarks 
in Vinyl, Mylar, Scotchlite. 

J. G. BARRON DECALCOMANIA CO. 
333 N. Michigan Ave., Chicago, Ill. 





COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your staff—but not to 
your poyrolil—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 


Reais ersuasive Communicatie 


TET eau) me) 





Here’s a package deal that’s 
fit to be tied and wrapped 
for economy! Combine your 
insertions in any two — or 
three — of these publica- 
tions. 
© Advertising & 
Sales Promotion 
© Industrial Marketing 
e Advertising Age 
issued by 
Advertising Publications, Inc. 
By combining your total 
number of insertions you 
earn the best frequency 
discount for each, and the 
minimum rate-holder 
regulations apply for 
maximum economy. 


ENA Advertising & 
BS Sales Promotion 


200 E. Illinois St. « Chicago 11, Ill. 





7Q1/Circle on Readers’ Service Card 
“Big Color” Advertising 

. . . Eastman Kodak Co.'s booklet shows 
“Big Color” pictures in advertising and 
promotion. (Page 28) 


7@2/Circle on Readers’ Service Card 
Lowcost Pre-Fab Exhibits 

- » « Capex Co. releases a folder on its 
“Under 500” line. (Page 29) 


703/Circle on Readers’ Service Card 
Expanded Metal Designs 

. - - 38 decorative designs are shown by 
Designers Metal Div., Southern Electric 
Inc. (Page 29) 


704/Circle on Readers’ Service Card 
Photographic Premium Folder 

. Ansco leaflets show a premium line 
of photography equipment. (Page 45) 


70S/Circle on Readers’ Service Card 
Solemnis typeface 

. Amsterdam shows Solemnis in vari- 
ous point sizes. (Page 56) 


70G/Circle on Readers’ Service Card 
New Faces 

. by Philmac Typographers are shown 
on specimen sheets. (Page 57) 


707/Circle on Readers’ Service Card 
Silkscreen Duplicating 

- « » with Dupli-Graph is described by 
Identification Systems. (Page 60) 


708/Circle on Readers’ Service Card 
Rapid Composition 

. with ATF Typesetter at a low cost, 
says a new booklet. (Page 60) 


709/Circle on Readers’ Service Card 
Self-Adhesive Products 

+ +» « @ new swatch book has been pre 
pared by Fasson Products. (Page 60) 


71Q/Circle on Readers’ Service Card 
Wood Type 

. Morgan Press offers Supplement Num- 
ber One. (Page 66) 


7i1/Circle on Readers’ Service Card 
Three New Colors 

. . » in Switzer’s line of letterpress and 
litho inks are shown in a guide. (Page 66) 


712/Circle on Readers’ Service Card 
Colortronics 

. a color print service, is explained by 
Colortronics. (Page 71) 


npn 


Advertising & Sales Promotion 
READERS’ SERVICE 


713/Circle on Readers’ Service Card 
New Publication 

. » » the first issue of Visucom is offered 
by Tecnifax Corp. Wage 76) 


714/Circle on Readers’ Service Card 
Biographies, Techniques 

- CM6H describes the lives and work 
methods of leading illustrators. (Page 76) 


718 /Circle on Readers’ Service Card 
Walter Drey Folder 

- Sound ideas on many aspects of di- 
rect mail in a new folder. (age 79) 


716G/Circle on Readers’ Service Card 
Postage Meter Folder 
. Tele-Norm Corp. describes its Postalia 


707 708 709 #710 71l (712 
13 714 #715 %716 %717 «718 
719 #720 721 #$%722 «+9723 «4724 
725 726 %727 #+%1728 +1729 # 730 
731 732 733 #%734 +%735 736 
37 738 #739 «#740 «741~=«7 
43 744 745 %746 #747 «7 


If you do not have a personal Ad- 
vertising & Sales Promotion 

tion and would like to receive the 
next twelve monthly issues o 
Canada and Pan-America, $3; all 
others $5) please check below: 


BUSINESS REPLY CARD 
First Class Permit No. 95 


717/Circle on Readers’ Service Card 
- . . showing mailing devices from Direct 
Mail Envelope Co, (Page 82) 
718/Circle on Readers’ Service Card 
Minipix Stamp Folder 
. . Taylor-Merchant’s new Minipix divi- 
sion describes gummed color stamps for 
mailers. (Page 82) 
719/Circle on Readers’ Service Card 
Mailing List Catalog 
. Mailing lists, guaranteed for postal 
returns, are shown by Ahrend. (Page 83) 


720/Circle on Readers’ Service Card 
Packaging Checklist 

- Continental Can Co, releases a new 
guide for judging packaging plans. 


*Please print or type information below 


TITLE 

COMPANY 
PRODUCTS SOLD 
ADDRESS 

CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Oct. 1, 1961. 


No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 


Chicago. Ill. 
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721/Circle on Readers’ Service Card 
Protective Vinyl Discs 

. . . Busse Plastics Co. offers samples and 
prices. (Page 89) 


722/Circle on Readers’ Service Card 

Color Coating Samples 

. . « Ekco-Alcoa Containers Inc. releases a 

sample booklet showing the different 

types of container color coatings. 
(Page 90) 


723/Circle on Readers’ Service Card 
Fotoform Glass Folder 

. « » Properties of a new material are told 
by Corning Glass Works. (Page 90) 
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Advertising & Sales Promotion 


READERS’ SERVICE 


724/Circle on Readers’ Service Card 

Display Board Folder 

. . . National Sales Aids describes a slap 

board that doubles as a projection screen. 
(Page 93) 


72% /Circle on Readers’ Service Card 
Sound Effects Bulletin 

. world-wide sound effects are de- 
scribed by MP-TV Services Inc. (Page 95) 


726/Circle on Readers’ Service Card 
Video Tape Editing 

« . « techniques of editing video tape are 
shown by 3M. (Page 96) 


727/Circle on Readers’ Service Card 
Drive-In Theater Ads 

- . « @pplications for filmed commercials 
are given by Alexander Films. (Page 96) 


*Please print or type information below 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Oct. 1, 1961. 


728/Circle on Readers’ Service Card 
Polar-Action Booklet f 

. . » Tech Antares Corp. describes Polar- 
Action. (Page 96) 


729/Circle on Readers’ Service Card 
Cloth Letter-Banners 

. @ folder from Pratt Poster Co. shows 
six different styles. (Page 108) 


730/Circle on Readers’ Service Card 
Travel Ads 

. . . Travel Ads Inc. describes sign panels 
for moving vehicle tps. (Page 108) 


731/Circle on Readers’ Service Card 
Ad Balloon File 

. @ buyer's guide to using imprinted 
balloons as floating ad signs is offered 
by Pioneer Rubber Co. (Page 110) 


732/Circle on Readers’ Service Card 
Fluorescent Lighting 

. » » Westinghouse tells the types of signs 
available and the advantages. (Page 111) 


733 to 748/Circle the appropriate num- 
bers for information on these items, which 
are described in more detail in the report 
on page 46. 


733/Car Shampoo (Page 46) 
734/junior Table Sets (Page 46) 
735/Family Camping Directory (Page 46) 
736/Packaged Mink (Page 46) 
737/The Beach Comber (Page 46) 
738/Junior Science Sets (Page 46) 
739/Sprinkle Minder (Page 46) 
740/Top Drawer Clipboard (Page 46) 
741/Fiat Tire Repair (Page 46) 
742/Floater Loafer (Page 46) 
743/Camping Gear (Page 46) 
744/Custom-Tailored Shirts (Page 46) 
745/Springmaid Sheets (Page 46) 
746/Kiddie Vehicles (Page 46) 

747 /Junior TV Trays (Page 46) 


748/Life Vests (Page 46) 
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LETTERHEAD DESIGN ... is morean exacting art than an exact science. The crea- 
a 


tion of the corporate letterhead is an event in which you have more than a passing interest. 

Here the nuances of color, typography and layout play a most important role. For, whatever 
the sense of the typed or printed words, the letterhead itself carries its own distinct message. It speaks 
— clearly, undeniably — of the value your firm places upon itself. Properly designed and faithfully 
executed, it adds measurable weight to your persuasive or definitive or informative or moving mes- 
sages; ill designed or haphazardly produced, it denies the validity of the corporate communication. 

PLOVER BonpD, the visibly better letterhead paper, provides the proper atmosphere for your 
corporate letters. This is beautifully demonstrated in our new WORKBOOK OF CREATIVE LETTER- 
HEAD DESIGN. 

This fine piece is, further, a complete (but hardly tedious) text covering the four elements of 
good design: fundamentals, layout, typography and color. For your complimentary copy, simply con- 
tact your PLOVER Bonp Paper Distributor or write directly to us. 


WHITING- R 2 PAPER COMPANY. STEVENS POINT WISCONSIN 
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THE 
WEIGHT 
OF 
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print. Ever since Gutenberg revolutionized communications by printing from moveable type, 
printed words and pictures have shaped minds, habits, and nations. No other medium of com- 
munication can match the long-established power of print. American life has been shaped into 
many communities of people with common interests by national magazines and newspapers. 
Years of editorial service, based on respect for the printed word, have built responsive audiences. 
American industry, with its many competing brands of merchandise, has found merchandising 
power and security in printed advertising. The reading, believing, and buying habits of centuries 
are not easily broken. The advertiser who bases his campaign on print has on his side the weight 
of centuries of respect for printed communication. 


or: Pierson Long is a creative 
photographic illustrator on the staff of 
Shigeta—Wright Associates, Inc 


A friend asked, ‘‘Why should you people at C M & H promote the general 


Z 
cause of national magazines, newspapers, and other print media? Your 
business is photoengraving."' Correction! Our business, like that of pub- 
lishers and other service organizations in the graphic arts, is print. We 
believe in print, and we appreciate the efforts of those who contribute to 
the high level of printed communication and advertising. This is why we 
are publishing this series of advertisements in collaboration with leading 
artists and photographers whose work adds quality and power to print 


COLLINS, MILLER & HUTCHINGS, INC. 


et, Chicago 











